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@ Can the present rate of appliance sales be kept up? Second excerpt from a recent address by Donald M. Nelson, 


Will the market absorb all these goods? .. . director, Division of Purchases, OPM: 
“We must avoid price inflation, or spiraling costs, where 


What effect will increased income taxes have? Povey 
wages and prices chase each other around an ever-widening 


@ What will happen to appliance prices? circle. = 
“We are conducting this defense program on the belief that 
@ Will raw materials continue to be obtainable to we do not need an era of constantly rising prices in order to 
maintain present volume? bring out our nation’s maximum productive effort. In other 
words, price inflation of the kind we saw in the last war is 
These three questions, judging from mail and telephone going to be avoided—not merely because the experience of the 
inquiries seem to be uppermost in the minds of the electrical last war shows that rising prices do not necessarily serve to 
trade. We haven’t got the answers. But we have been dili- increase over-all production, but because a serious price spiral 
gently consulting authorities and studying speeches and state- would actually nullify the whole defense effort. If we get into 
ments from Washington to try to cast some light on these that old familiar sequence of rising costs, rising wages, rising 
-oy} > re’ “ . , P . ° . ° ° A 
problems. Here’s what some study has turned up: prices, with each element in the sequence chasing the one 
just ahead of it, we shall get into the most serious kind of 
+ : . . : trouble imaginable. And no one would suffer by the whole 
VOLUME ese lhe record-breaking first quarter in appliances S nie ’ 


: . ° . process > than \ > retailer.” 
rests first on the underlying strength of consumer purchasing ee more than would the retailer 


power. Fear of price increase has had something to do with 
it certainly, but most important is the increased money in 
people’s pockets. 3illions of dollars are being paid out in 
salary checks and wage envelopes. 

Increased income taxes may have a relatively small effect 
on this demand. The proposed new rates are a blow to the 
middle classes and likely to curtail their purchasing power 
somewhat. In contrast, however, labor has been told in effect 


These men express a settled government policy to prevent 
or control price increasing beyond reasonable change. How- 
ever, the general level of prices cannot be expected to stand 
still. Definite inflationary forces are at work and price 
increases are to be expected in spite of the projected controls. 
\ppliance manufacturers are making, as we know, every effort 
to keep prices from rising rapidly, the current moderate 
increases of certain major items being insufficient to cover the 
ae ars ss 7 Sete Foal . pa si actual necessities of the situation. Further advances may be 
that it can have its wage increases and will not have to bear ; ‘ ae “has : iP 
ee sa ; , pte. ae : ear M- ti imperative. The basic influences are clearly stated in the fol- 
any real war time sacrifices in direct taxation. Mass purchas- > : 4 eg . 
lowing quote from an economic and business analyst who has 


ing power of labor is thereby enhanced and total retail trade 5 : ‘ 
. a long record for accurate forecasts: 


“Political developments are toward a no-sacrifice economy 
for the middle classes, and toward inflation of a moderate and 


will continue to benefit by comparison with former years. 


PRICES ee « We will cite two men in authority in Washington gradual variety over the next twelve months.” 

on this price situation. First is an excerpt from a recent 

speech by Leon Henderson, administrator, Office of Price i P . : 
Administration and Civilian Supply: MATERIALS eee Lhe biggest question in every field today is 


whether or not there will be priorities and rationing of raw 
materials which will restrict production and consumption. On 
materials affecting electrical appliance production there already 
have been established some priorities. Aluminum, zine and 
nickel, particularly. 

For the first two of these materials substitutes have been 
found or are rapidly being found. The nickel situation remains 
obscure and may present great difficulties. 

On other raw materials, however, entering into appliance 


“In the field of civilian goods demand will be rising rapidly 
in months ahead. We will soon be spending upwards of a 
billion dollars a month in producing armaments—a type of 
goods which can’t be eaten, worn or lived in. In other words, 
these billions will be paid out for goods which do not come 
on the markets where civilian goods are sold. But the billions 
will remain just the same in large measure to buy the civilian 
goods which non-defense workers are turning out. 

Our output of civilian goods has already mounted more than 
20 percent during the past year. I believe production of such 
goods can rise much higher than this and I, for one, would like 
to see just how high it can go under the stimulus of rising 
consumer buying power after all possible armament needs in 
the way of raw materials, plant capacity, and labor supply are 
taken care of.” 


manufacture we cannot find any immediate threat of rationing. 
\ recent order from the Division of Priorities announcing a 
new form of inventory control is being applied to a long list 


however, in its way reassuring in that it is to prevent the 
accumulation of excess stocks. 

As we read it, it will achieve a greater fairness of distribu- 
tion of all available supply. In operation it should postpone 


of metals and classes of metals. This inventory control is, | 





rationing. 
Before any strict allocation or rationing of metals and raw 
McGRAW-HILL PUBLISHING COMPANY, INC. materials generally, we can anticipate first a classification of 


JAMES H. McGRAW. Founder and Honorary Chairman manufactured goods into essentials and non-essentials. In 
such an event we have confidence in electrical domestic appli- 





James H. McGraw, Jr Howard Ehrlich Mason . bei a « mentite a For at at 1 } 
nr : : } ‘ ances being given an essentiz assifcation. or at any an 
Presiden Executive Vice-President Vice Ch Ance Ing en an ¢ tial cl . . : : 
D. ©. McG a . ll events, there must be a sufficient supply of equipment to 
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MORE THAN A MILLION 
HOTPOINT RANGES SOLD! 








Reprinted from Editorial in “Air Conditioning & 


Refrigeration News’’ of March 26, 1941. 


A Million Ranges 


ONDAY of this week the millionth 

Hotpoint electric range was pro 
duced by the Edison General Electric 
Appliance Company. 

Ordinarily the NEWS doesn’t get excited 
about the “millionth unit” of anything. 
Itis anold publicity gag. But this case has 
unusual significance. 

In addition to the George Hughes angle 
(he is the man who started the industry 
and kept it alive through a quarter century 
of discouragement, slow progress, obsta- 
cles, and eventual triumph), it gives defi- 
nite point to the editorial argument so 
often presented on this page in the last 
two years that the electric range is now 
definitely big-time. 

More than any other companion appli- 
ance we know of, it offers the refrigerator 
dealer an opportunity for profitable vol- 
ume this year. 








Hotpoint Writes A “Big Time” Success 


Story! Producing More Than A Million Electric 
Ranges Marks A Turning Point! 


MILLION electric range sales 
are a lot of sales for one manu- 
facturer. This makes the electric range 
definitely “big time.” Hotpoint feels 
proud to have helped write this big- 
time success story with its retailers. 
Hotpoint always has tried to think 
ahead of the market, to plan for the 
future. We have thought ahead in 
product design: over $1,000,000 has 
been spent in developing the new 
Improved Hi-Speed Calrod Unit, the 
fastest durable heating unit known. 
Hotpoint also pioneered Five Measured 
Heat Switches, Automatic Oven 
Temperature Control, Flavor-Seal 
Oven, 5-Heat Thrift Cooker, and many 
other features. 


We have thought ahead by supply- 
ing “big time” Promotion Plans and 
National Advertising to guide public 
opinion towards the electric range and 
so help retailers to sell over a million 
Hotpoint Electric Ranges. 

As Hotpoint swings into its Second 
Million Electric Ranges the trade 
realizes that the switch to electric cook- 
ing marks a profitable future for those 
appliance retailers selling Hotpoint 
Electric Ranges. The Electric Range 
is a fast-selling appliance that will 
make money for you from now on. 
Get the whole exciting story from your 
Hotpoint distributor, or Edison Gen- 
eral Electric Appliance Co., Inc., 5620 
West Taylor Street, Chicago, Illinois. 





ELECTRIC RANGES + REFRIGERATORS + WATER HEATERS - 
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WASHERS AND IRONERS 
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electric irons since the Thermostat — 


The 


WARING 
ALURON 





the NEW, fully automatic electric iron which delivers 





STEAM at the touch of your finger 





The WARING ALURON is not what is commonly known as a 
“steam” iron. It is a superbly engineered automatic electric iron 
for all ironing requirements including the finishing of delicate 
rayons, silks and wools.. 
work. 


. which require steam for fast, safe 


Under average ironing conditions, the WARING ALURON 
weighs about 4'/2 pounds. By actual survey, this is the weight 
desired by the vast majority of women. 


The WARING ALURON has been tested through thousands 
of practical ironing hours . . . tests so rigid and exacting that 
only a perfect ironing tool could have survived them. 











The WARING ALURON may be used just as you would use 


any other fine automatic iron . 


ously from one drop of water at a time. 


cass | 


WATER CAPACITY .. . About 
one-half pint, sufficient for from 
half an hour to an hour continu- 
ous steam delivery. Vented reser- 
voir ALWAYS open for filling, re- 
filling or draining AT ANY TIME. 


FINGERTIP STEAM CONTROL 
... provides a little steam, a lot 
or none at all, instantaneously, at 
the touch of the finger. 


. . yet instantly produces steam 
when you want it. Produces steam, please note, not stores it, 


for, in the WARING ALURON, the steam is made instantane- 
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HEEL REST... Balanced, 
three-point heel rest. Steam 
shuts off automatically in this 
position—conserves water— 
no wasted steam while adjust- 
ing fabrics. 


ote 


HEATING RATE .. . Extremely 


fast. One or 2 minutes for iron- 
ing temperatures. 


STEAM RATE... In one minute 


from normal room temperature. 


THE WARING CORPORATION 
1697 Broadway, New York 


You will want to be associated with this sweeping new 
development in the appliance field . . 
salesworthy development since the introduction of the thermo- 
stat. We'll be happy to send you further particulars. 


. the most important and 
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STOMERS Coming inp 


therefore, one of volume of sales 
survey proves thi; beyond ques 
Let us take the number of major 
ippliances sold by the average dealer 
each of the three locational groups 
The facts r i bit startling almost 
unbelievable—but remember, they are 
right off the books of representative 
1, lers 
Phe ty pica iverage dealer in 
y t inde sU-pe ent sold 548 
gerators, washers, ranges, 1roners 


and cleaners per year. In the 30-to-60 
percent locations he sold 494 annually 


A ‘ ’ | 
\nd in the over-60-percent sold only 


2 l cal Ss necessary 
i nayor ipphances 1 
‘ é ie figures above? é 
SW is ¥ sy a icts 
ipplic 1 by ou qu r 
(Outside é reg ) the erage 
ealet tern rr apphat 








. 
ve n tne 11S \ reta ng the 
ind lg ) \ ndic ited 
ere Ma p neces are not 
ought They ist b Id. It you 
lon’t go out after le business, you 
] ’ + 3 
iont ge it 
| if pe rcent its ce selling nN 
he ly 1 
le three group re dramatic than 
seroct + +? ] . +; 
nits Stores in locations undet 
7 172 © Maatns ati 
dU-percent sell /5% ot their appliances 
— eet +} | 2 
yn the outside lose in the 3U-to-60 
- 
é group | 46% outside; and 
the over-60-percent classification. 
@ ly IRC 
It would { iny electrica 
ilers rent store 1 high traffic 
i ey 2 pe p vill come 
‘ 
to bu Figures prove just the 
ppo te IO t yplia Ice sel] Ss in 
" 
inder-30-p ‘ cation sell more 
in tw ea \ ippliar es as the 
n 60-percent locat 
And what about leads obtained by 
eople vis g the e? You would 
( the ¢ ( na 1! let 30 pet 
ition tf vet Iew ind vet 38% 
e off the floo the 30-to-60-per 
g ip get 40%; and the over-60 





percenters get 55%. Nota great dif- 
ference, and when you look at units 
of sale, the figures prove leads are 
How 


only a small part of the story. 


many leads are turned into sales is 
what makes for dollar volume. The 
under-30-percent bunch apparently 


make much more out of their leads 
than do the over-60-percent group. 

We said in the first paragraph of 
this that our survey led to 
definite conclusions. Let us see what 
they are. Before you disagree with 
us, take another look at the statistics 
given above. 


: s | 
article 


Conclusions: 


Major appliances are not bought but 


must be sold. Not only must they be 
Id but they must be sold in the 
1iome of the prospect rather than on 


the floor of the dealer. 
If the point of sale is the home, then 


ere 15S 


no reason for locating your 
business i or high traffic 


1a high rent 
listrict 

Some of our readers are bound to 
isk, suppose 


rent districts 


the dealers in the high 
were to do a real job 
§ outside selling? All we know is 
they have not done so to date. 

All of which goes back to a ques- 
m of management. If the 
or manager thinks in terms of outside 
selling, he can locate almost any place, 
but if he wants to sell off the floor, 
raffic The 
most of the business. 


owner 


he should be in a spot. 


former will get 


COMMENTS FROM DEALERS 


Opinions on this important subj 
by a number of dealers who gave 1 
their figures follow: 

Location is important only as 
advertising medium—going to th 


tomer’s home and having that cu: 


tonter recognize the name of y 


store 


In answering the above questior 
[ think it very necessary that 
should determine how exacting tl 


demands of the community will b 
garding both sales and service. We 
business in a small community ser 


ing a very demanding clientele 


g 
feel that it is very important that 
be located centrally, both from a 
and service angle. <A great deal 
service work 


small appliance 


brought to our f 


store and called 


including such things as small appl 


ances, cords, small radios, etc. Th 


we are sure, would not be the ca 


were we located anywhere but a vet 


accessible place. Several 


we added a small gift shop and mot 


recently a record department, 
of which we find increases our st 


traffic tremendously. In our gift 
partment as well as the 


we display various types of lamps, etc 


which are truly electric items. 1 
store traffic we have traced many sal 


is where the good business lies 





years ag 


small items 





RELATION of RENT to LOCATION 
Averages from Survey Made by Electrical Merchandising, 1941 


—— Major Appliance Sales—— % Leads 
% Loca- Sq. Feet % Rentto Total Units Units Sold % Outside from 
tion® Occupied Sales Vol. Sold Yearly Outside Selling Showrooms 
Under 30%, Location 
Average dealer 15.7% 3,315 %, 548 400 73.0% 38% 
30%, to 60%, Location 
Average Dealer 42.0% 6,859 2.7% 494 229 46.0%, 40% 
Over 60%, Location 
Average Dealer 81.0% 4,377 3.6% 251. 71 28.0%, 55% 
* Percent of street traff n relation to town's busiest corner. 
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remium and the rent is high. 


The 


By Ernest 


C. 


Hastings 


Two Factors That Should Determine The Rent A Dealer Pays 


ALESMEN Going out 





jor electrical items, even to such 


refrigerators. Therefore, 


S$ as 


Ir case, it is vital to our business 


perate on the main stem. 
> . > 
store is located only half a 
k from the main street and the 
ter of town. Parking space is at 


We 


been located in past years in 


low rent district and doing my 


best to get back there, and would 


at once if I could find space. 


fe space is needed than we have at 


nt. Consequently we are trying 


ly a lot to build our own store 
} 

shops. 

: ; 

lower rent location would not 


tour gross business very much. 
tt, I believe it would help be- 

ore parking space would be 
able. “Overhead” is a problem 
my business and I’m sure it is 
many others. Certainly a few 
red saved on rent would go a 
vay on the bank balance. 


pulation—10,000, 





per month—$75.00. 
business $51,000.00 this vear 


ghest. 
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Floor space 2,500 square ft. 


One outside salesman and myself. 

Married—have 4 children—and did 
not pay an Does this 
condition appliance 
dealers ? 


income tax. 


exist among all 
In business, 13 years 


If you haven’t got a good location 
you won’t do a good business. But 
location isn’t everything. If you don’t 
go after the business, it certainly won't 
walk into your store. 


The most expensive rental is on the 
side streets in a small town. We 
would recommend the main street be- 
cause we have found by experience 
that rent is not a major item of ex- 
pense and that your volume increases 
beyond the increase. 

We were just around the corner 
from Main Street. By moving on the 
main street just around the corner, 
our volume increased over double com- 
pared to double increase in rent. 


Location in major appliances is not 
so important when you sell nearly 
everything by salesman outside. Of 


1941 


course, you do have to have a con- 
venient place. 
We have a clean attractive store 


and consider it an asset to the merch- 
andising end of our business. 

When we were two blocks further 
away from the shopping center, we 
sold as many major appliances but a 
greater percentage were sold by out 
side selling men. We did not sell 
as many small appliances. 

Unless there is a strong selling 
organization, a location should run 
from 2% to 3% of net annual volume. 


. * . 


For an operation like ours, location 
is important because we have no out- 
side men. We are located just outside 
of the high rent zone, but well enough 
in it to attract our trade. 

We feel location helps in the sale 
of supplies and in a great many cases 
results in a sale of new equipment, 
and a good location we find helpful 
in the collection of accounts without 
he aid of a collector, particularly on 
sales made within the city limits. 


1 


t 
t 


We maintain a large outside force 
[ which we think is far 
more important than location. 


of salesmen 


My store being in about a 60% loca- 
tion, 1 am able to have about 80 ft. 
of windows. I think much 
better than a 100% location with 1/3 
the window space. 

Parking facilities are also much bet- 
ter in my location. 


this is 


The home appliance business, in its 
present condition, requires little over- 
head in all respects. Therefore, in a 
city such a lower rent location plus 
outside salesman is the only salvation. 
You may not know it, but in the city 
there are three times as many appli- 
there 
butchers or bakers! 


ance stores as are groceries, 


We are located on a rather busy 
blvd, with Always 
have parking space in front of store 
Have 20 ft. window space and 90 ft. 
of space along side of store that we 
rent and have latticed for background 
and display about 25 new and used 
major appliances. Have it lighted like 
a used car lot. We believe that due 
to the parking space always available, 
along with our display is the reason 
that we had 14 turn overs last year 
and makes our rent 75/100 of 1%. 


scattered stores. 
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Ls The Home Laundry \ndustry 


TRAILING #1 


dali , rr Factors affecting washing mach shoul 


— assure customer satisfaction Ene lat 
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26 curd. Further research along thesefh.:.. pasis 

2 lines is indicated. we laun 

What is being done and by whom tofh.pned as 

educate the users of the millions ae ame 

—<—$— } washers in use to properly handle the sicfactio 
b changing conditions in the home laun-f: jhe resy 
~ o_ c= , ; > ; > , 2 >» TIT 7 - 

| * Ss ———J dry and to intelligently meet the rins-Bonufactuy 





ing problem in face of the large a. ] yj 
amount of conflicting instructions putBbyanoes y 
out for domestic consumption by t icf T on 
R) new type fabric manufacturers, thefbonsists no 
soap companies, and the commercially. yser, | 
laundries? Who is going to undertakeMhcher co: 
this industry job? The soap com-Bashing te 
panies, the washer and ironer manu-BRine wash; 























"7 facturers, the women’s magazines—fBy the w: 
the retailers—the distributors, or wien than 
‘To sell the complete home laundry it should be modernized and glamorized as everybody do a little bit on a hit offhacsh day 


was the bathroom and the electric kitchen.” na 
ashing o 


Tlant an 


























F my observations are correct, the sorting into a greater number of load w desirz 
10 iundry industry is tacing classifications is the matter of color. nes. Ne 
inges which the manufacturers For in spite of the strides made by hese is th 
will sooner iter have to take into fabric manufacturers toward color re- tion whi 
leratiot sistance to sunlight and washing, tough” at 
The t t parent t these h inges women are still faced with the pr »b- nd it must 
perhap the growing complexity of lem of deciding whether or not this um tub { 
issificati f loa ind the new piece or that may safely be “put in sitive tin 
need for washing them separately with a load.” The reasons for this in accur 
Sturdy white ttons and linens whicl ire: e€ so a 
nee bulged our laundry hampers ar¢ (a) The vogue for “strong” colors the re 
being crowded out by new fabrics and (browns, blues and maroons) in men’s rtant. © 
new fabr combinations, making the lounging clothes, sport shirts, smart is de 
sorting ol trie into load classifica bath towels, etc., has presented the uld be g 
tions a mort mplex matter than it public with colors that shed excess user ge 
has ever been before. To add to the lye, thus coloring the wash water and There m 
housekeeper’ bewilderment many tinting whites or lighter colors which perman 
anufacturer § these new fabrics have been put in with the load. rovided it 
have placed millions of labels in the (b) The shedding of lint from make tl 
hands of consumers, admonishing then white pieces which shows up on dark mvenient. 
to wash their fabrics in lukewarm suds _ colors. Mt to co 
vith ireful squeezing and all the There appears to be little doubt but ke the g 
familiar time honored cautions of luke that the home laundry often fails to moving | 
varm rinses and careful handling produce an adequate rinse. In an ey are mz 
not wringing effort to save time and water, both t by elin 
It is undoubtedly true that a short hot and cold, housekeepers rinse by me laund 
washing period ts highly desirable for hand in the laundry tubs and the rins- as co 
1 number of reasons—first, becaus¢ ng is obviously in direct proportion tures for 
these new fabrics shed soil easily to the amount of energy expended and To sumn 
second, becau 1ey have a tendency the amount of water used. Further- bear to be 
to become weaker when wet—and more, the introduction of soapy clothes Y washer 
third, because they may present a prob- into clear water produces soap curd conditior 
lem of either shrinkage or stretchi- which is difficult to rinse out. This load, w. 
ness. Obviously, these things all add problem is greatly magnified in hard unt and 
up to confusion in the mind of the water areas. Poor rinsing results in uld easil 
1ousekeeper, even to the point of keep- “graying” of clothes and in harshen- Y er ; fal ¢ water 
ng them out of the washing machine ing of the fabrics, although soap man- “Dealers and distributors should be educated to their responsibility ches an 
and washing them separately by hand. ufacturers have contributed largely by —— re oaeey he cape Pnapeat = oe should Ww 
Another important—if not the most the introduction of chemical agents a tit must 
important—reason for the necessity of . which reduce the formation of soap M linens e 
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MRENDS- 


act should be studied to 


on ime laundry equipment 


Whose job is it? The 
me laundry industry should be con- 


ss_ basis. 


mt med as to whether these million 
. Kers are getting the maximum of 
et tisfaction out of the home laundry. 


the results are not satisfactory, the 





wnufacturers will surely be blamed. 
large As I view the situation then, the 
Pullhanges which confront the industry 
ch I mentioned in the introduction, 
» OR nsists not only of more education of 
ercla.M@he user, but the development of new 
ttakeBasher construction, as well as new 
cOMm-Hashing technique. Conceivably, long 
nanu-Bme washing habits could change so 
nes—@hat the washing would be done more 
r Wiiten than the old time once a week 
uit sh day. This would make the 
ishing of smaller loads more im- 
rtant and would bring about other 





v desirable features and conveni- 
es. Not the least important of 
se is the flexibility of the washing 
tion which should be “gentle” or 
tough” at the discretion of the user 
nd it must handle equally well a max- 
um tub full or a partial load. The 
‘itive timing of the washing process 
in accurate predetermined washing 
so as to prevent overwashing 
the redepositing of soil is im- 
tant. Obviously, temperature con- 
is desirable and consideration 
uld be given to the ease with which 
user gets rid of waste water. 
There might be room for the idea 
permanently connected washers, 
rovided it was simple enough, so as 
make the whole operation more 
wWenient. The automobile industry 
‘tt to considerable lengths to first 
he gear shift more convenient 
moving it to the steering post; now 
y are making it still more conveni- 
by eliminating it entirely. The 
¢ laundry industry will have to be 
as considerate of convenience 
tures for its users. 
‘0 summarize the changes which 
bear to be necessary, the home laun- 
washer should be flexible to meet 
conditions as to size and contents 
load, washing and rinsing time, 
t and temperature of water, and 
asily permit the treatment of 
Water with neutralizing agents, 
hes and varying amounts of soap. 
ould wash certain fabrics gently, 
ust do a job on soiled cottons 
linens equally well in a small load 


+ 


i SING 


By G. B. Schuyler 


Vice president in charge of sales, 


Apex Electrical Mfg. Co. 











"The vogue for strong colors is only one of the reasons the 
public should be taught how to sort clothes into a number of 
‘load’ classifications.” 











as well as a large one. Long standing 
home laundry habits might change so 
that washing would be done oftener 
than once a week and small tubfuls 
might well be an increasing factor. 
The whole process must have almost 
a guaranteed result and it must be 
convenient to the user. 

Not only do the new trends change 
the contents of the washing load, 
bringing about new and improved 
washing techniques, but they bring 
new requirements into washer con- 
struction. Furthermore, their chang- 
ing influence is also being felt in the 
marketing end of the home laundry 
industry. Our competitors for the 
consumers’ dollar are meeting their 
problems and very often it is through 
cooperative industry activity. The 
commercial laundries are meeting 
theirs, both technical and marketing, 
through their association activities 
with the help of the related associated 
industries such as the textile manu- 
facturers, soap manufacturers and 
manufacturers of commercial laundry 
machinery. Our industry could do 
likewise, where at present it doesn’t 
appear to have taken the necessary 
steps to: 
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(A) Educate the home laundry user 
to properly meet the new home laun- 
dry conditions. 

(B) Stimulate the home laundry 
manufacturers to take full advantage 
of the new changing conditions. 

(C) Educate the distributors and 
dealers to their responsibility in seeing 
that the purchaser of home laundry 
equipment learns to get the full use 
out of such equipment. 

(D) To sell the complete home 
laundry idea both washing and ironing 
through intelligent cooperative mar- 
keting effort such as has been done 
by the Electric Kitchen 
electric ranges and the Refrigeration 
Bureau in the early days when mechan- 
ical refrigeration had to be sold first 
and the refrigerator afterward. The 
electric roaster is an example of re- 
cent cooperative marketing as is the 


3ureau on 


I.E.S. lamp campaign, to say nothing 
at all of the cooperative campaign of 
the commercial laundries. No one 
manufacturer, single handed, can af- 
ford to sell the complete home laun- 
dry idea; it could well be an industry 
job. j 

Many suggestions as to methods of 
attack could and have been made. One 
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was a plan to modernize and glamor- 
ize the laundry as was done first with 
the bathroom and then the kitchen, 
to get some pride of ownership into 
laundry equipment. There are many 
industries that would tie in with such 
an activity including contractors, 
paint industries, manufacturers of 
floor coverings, plumbing, electric fix- 
tures, furniture, as well as women’s 
magazines, building periodicals, etc. 
The matter of financing any modern- 
ization plan in the home is particu- 
larly easy at this time. 

Another suggestion for a cooper- 
ative campaign was to stress the value 
to the consumer of buying better home 
laundry equipment in an attempt to 
bring up the average price level to 
better merchandise. This involved in- 
dustry standards and making the pub- 
lic conscious of the advantages gained 
by buying better product. Still an- 
other activity could well be the selling 
of the complete home laundry idea 
and what it means to do the entire 
laundry job properly, easily and inex- 
pensively at home. 

There are many new avenues of ap- 
proach. The refrigerator and the 
electric range sell the results of their 
product—food, its preparation, stor- 
age, safe keeping and cooking. 

Our industry can with the help of 
those directly or indirectly interested, 
sell its products by exploiting these 
new fabrics, how to care for them, 
how to wash and iron them. The 
industry could sell crisp, clean freshly 
laundered clothes readily available and 
done at home. There can be all kinds 
of drama and selling punch put into 
selling this complete home laundry 
idea if the industry would get together 
and make a sincere attempt to do it. 
All of the above is written with the 
full knowledge that the washer indus- 
try has made mighty strides which 
the writer fully realizes through 21 
years of active personal participation 
in the industry. We can’t rest on our 
laurels; we have to move ahead t 
meet the new conditions. 

We all agree that “For Home 
Laundering There is no Place Like 
Home”—but it is true only as long 


as we, the industry, make it so. 
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Note air inlet on sloping ceiling of restaurant. 
Air is thrown out in three directions. Below: 
mounting of cooling tower units on the sunny 
side of building to get best evaporative effect. 





There are unique features in this evaporative cooling 


installation made by Halle Electric at Colorado Springs 


The 


wanted 


le temperature inside. 


it wanted relief and 


trolling the motors and a visible drain 
for each unit are located conveniently 


promptly. in the service bar, between the main 
Called upon in this emergency, Mr. rooms of the restaurant and the 
Halle found an answer in forced draft kitchen. The whole forms a compact 
ling towers. The installation took control board. Cold water is piped to 
four working days to install—and_ the forced draft cooling towers through 
brought instantaneous relief It con a 4-in. supply line, with a }-in. drain 
isted of four cooling towers outside connection. From 5 to 10 gal. is 
ie building, with two ducts leading sufficient for ordinary operation, al- 
to the restaurant rhe steep slate though the system has a capacity of 
f afforded no spot on which a 20 gallons. 


could conveniently be erected, 


Mr. Halle’s study of the daily tem- 


» an 18-ft affolding was put up in perature curve has suggested the most 
in inner court where it was incon economical program for operating the 
picuous from the street. Four 4-hp. system. Nights being cool, the fans 
ins in these towers provided a cur- ire run for a short period very early 
ent of air of 3,500 cu.ft. per min. each in the morning, in order to draw in 
icross the evaporators. Temperature the chill night air, after which the 
of the outer air is dropped by 20 de motors are usually shut off until to- 
grees or more by this system ward the middle of the day, when they 
wo ducts conduct this cooled air are started up again. Another unusual 
inder forced draft to the two main idaptation, which provides unusual 
lining rooms, where it enters through flexibility for the system is an ar- 
rrills located above the level of occu- rangement of variable speed motor 
yancy lhe usual temperature of the pulleys which control the volume of 
lr at the grills is maintained at about cool air, so that the cooling effect can 
68 degrees, with a relative humidity be toned down for spring or autumn 
depending upon use. Adjustment is made at the unit 
" yutside \ housing. The plant has proven itself 
te control lve which vary capable of keeping the temperature at 
int va upplied to th in even 74 deg. Fahr., the point which 

t kes it possible to reduce has been shown to be most satisfactory 

t unidity by 10 degrees from this for both customers and restaurant em- 
he entire installation is a  ployees. Outdoor temperatures of as 

( ( ilves for the high as 95 to 102 deg. have been 

é vitches co1 ndled with ease 
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N districts where evaporated 

ers are popular, which means 

any section of the country w] 
combines summer heat with a clit 


dry enough to permit of their use, t 


question has arisen as to just w 
effect the popularity of these inex{ 
ive gadgets will have on the ultir 
market for refrigerated air condit 
ing equipment. 

Well, first of all, it seems fair 
that the universal interest 
cooler homes and places of busi 
which the cooler has brought ab 


say, 


has undoubtedly stimulated the mark 
for the more expensive and more ¢ 


fective jobs which involve refrig 
tion. When the entire population 
community has learned how com 
able it is to live and work in 
quarters, it means that no one 
can afford to do something about 
will be without some means of mitig 
ing the summer heat. In Phoet 
Arizona, where the evaporative c 
was first introduced in large num! 
it was figured that the proportiot 
the population who had some means 
cooling their homes had reached 
per cent by 1940. It is obvious t 
when practically everyone expects 
install some type of cooling system 
his home, there will be a fair prop 
tion who are willing to pay moré 
install the more effective refrige 
systems. 

Refrigerated air conditioning 
vides a better looking and more pe! 
nent job, it offers better c 
the temperature and humidity, 
sults in better health for the 
and, further, may be made a 
job, providing heat in winter as 
as cooling for the 
these solid arguments in its [4% 
means that the customer who ow! 
fair market 
the more expensive equipmet 
tically all of the better 


summer! ’ 


better home offers a 
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Clonditioned 


Whether Evaporated Coolers will be replaced by Refrigerated Air 


Conditioning in Phoenix, Ariz., and other Southwestern Resorts 


is a Question . . . but the Public are sold on Air Conditioning 


wly constructed in this district are 
r conditioned in one way or another. 


Houses costing no more than $8,000 to 


iid have not infrequently been pro- 
led with winter and summer air con- 
ning. 
When it comes to the question as to 
ether homes in which coolers have 
en installed are good customers for 
rigerated equipment, however, the 
estion is a slightly different one. In 
experience of the Valley Electric 
mpany of Phoenix, this is not 
ally the case. Of course, when 
1 find a home of the $20,000 class 
ch shows evaporative coolers at 
s windows, it is possible to regard it 
a fair prospect for better equip- 


nt 


it, and a certain number of such 
stallations have been replaced. The 
tial rise of the evaporative cooler 
Phoenix was a sudden thing, reach- 
g almost boom proportions in an in- 
libly short time, which meant that 
ertain number of better class homes 
te swept along in the enthusiasm. 
y had never before been interested 
home cooling and had not consid- 
l it as a possibility within their 
ich. They therefore experimented 
th the same sort of makeshift boxes 
ers were using. Once having 
imned the delights of controlled 
ither, they became good prospects 

re permanent equipment. A 
iin number of these replacements 
been made. 


Income Decides Type Installed 
Ina similar position is the commer- 
| establishment of any size which 

led its quarters with the simpler 
pe of evaporative equipment. A few 
| eplacements are on record and 
$s more are possible. But to a 
iter and greater extent the more 
int firms are to be reckoned 
idy in the ranks of those who 
unmer and winter conditioning. 


By Clotilde Grunsky 


In most cases, however, the home 
which installs evaporative coolers is 
the one which cannot afford the more 
expensive installation. Now that the 
first rush of the boom is over and 
people are becoming increasingly re- 
ceptive to the idea of controlled 
weather in the home, this is more and 
more the case. It is seldom that 
evaporative coolers once installed in 
the more modest home are replaced 
with refrigerated systems—and such 
homes are not looked upon by sales- 
nen as offering especially good pros- 
pects for a sale of such equipment. On 
the other hand, they may sometimes be 
sold better type evaporative installa- 
tions. The sequence in Phoenix was 
from a home-made job to a better look- 
ing and more effective factory-built 
job, then to one with a larger fan and 
then to a blower type installation. 
Cooling is extended from one room to 
an installation large enough to take 
care of the entire house. 


Evaporative Systems Popular 


The Valley Electric Company keeps 
one man who follows up new construc- 
tion and sells the air conditioning idea 
to prospective home owners. The 
widespread use of the evaporative 
cooler has insured that the idea shall 
secure easy acceptance. There are 
few homes, indeed, constructed in 
Phoenix at the present time which do 
not have some provision for cooling 
incorporated in the plan. The job of 
salesmanship becomes one of selling a 
better-type job, and of meeting the 
competition of other dealers. 

Sam Kahan of the Electrical Equip- 
ment Company of Phoenix is of the 
opinion that the improvement of evap- 
rative cooling equipment has not in- 
creased the market for refrigerated 
jobs, but on the contrary, that homes 


which formerly might have made the 
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larger investment now install evapora- 
tive systems. He believes that the 
domestic market for air conditioning 
now is restricted chiefly to homes cost- 
ing $15,000 and up and that sales are 
confined almost entirely to new homes. 
The cost of installation of equipment in 
old buildings is higher because of the 
larger equipment required to do the 
work in buildings not insulated or 
otherwise designed for cooling. In his 
oupinion “where the desert cooler is 
in, refrigeration is out’—in other 
words, there are few replacements. 
This firm confines its selling almost 
entirely to the wholesale field, hand- 
ling retail only jobs which come in to 
the store. 

The experience of Phoenix has been 
that where evaporative coolers will do 
an effective job, as they do in desert 
country, it is difficult to sell individual 
room coolers of other types because 
for the same money a more compre- 
hensive evaporative job can be in- 
stalled. 

The controversy is by no means 
settled. It seems to be generally 
accepted that the customer for a desert 
cooler is not as a rule a natural pros- 
pect for refrigerated air conditioning, 
because he is usually not in the income 
class which can afford it. It also is 
true that in districts where the desert 
coolers are widely in use the more 
expensive air conditioning jobs are 
Whether 
this is simply due to the fact that 
warm summer weather creates a nat- 
ural market and whether they would be 


also more frequently found. 


as generally accepted without the pub- 
lic acceptance of the cooling idea 
brought about by the popularity of the 
evaporative equipment, it is difficult 
to say. Nor is the matter one of much 
more than academic importance. For 
the evaporative cooler has come to 
Stay. Wherever the climate is dry 
enough to make its use possible, it is 


to be found. 


Dealers like to handle 
them, for they represent clean sales, 
many of them for cash and all fairly 
safe from reverts- 
very little servicing. 


and they involv 
Their selling re 
quires no more knowledge than _ the 
average salesman is able to acquire, 
and the market reaches down into th« 
average home, which means that an 
attractive volume is possible. The 
power company, once skeptical of a 
load which was based on such small 
individual units as the motor required 
to operate a fan, has learned that in 
the aggregate this mounts up to sur 
prising proportions and, moreover, 
comes at a time which might other- 
wise be slack on account of the lessened 


heating and lighting load. 


Two Types Have 
Distinct Fields 


There is an undisputed field for r¢ 
frigeraed air conditioning and it has 
advantages which make it not too diff 
cult to sell in competition where the 
customer can afford it. Probably the 
general public acceptance of residence 
and commercial cooling brought about 
by the evaporative cooler has increased 
market for refrigerated jobs initially 
by making people sooner aware of the 
need for controlled weather in the 
home. Probably also, it has lifted th 
level of income to which the more ex- 
pensive equipment will be sold, so that 
in the end the market is somewhat 
less in such localities than it ight 
have been eventually if evaporative 


been invented. Thx 


coolers had never 
hope that the evaporative cooler might 
prove a forerunner for installation ot 
more expensive and complete air con 
ditioning of the re frigerated type does 
not seem to have worked out rhe 
two have distinct fields, determined by 
the cost of their installation and opera 
tion—and the income 


f the prospect 


PAGE 13 
















of the 


departments « 


Wim 


not 


store is divided into departments 


show 


Henn 
the different products. The 





Electric Co. 


A mode! 


sment 


‘ 
$ 





































ndicates how the 
range 


maintained in the 


WE C.HENW ELELIRIC LO 


ace 
» 7 





A typical kitchen party (this one was held in the 

basement of the Henn store) Mrs. Henn direct- 

ing at the extreme left, with prospects given 

baker's caps learning the uses of the kitchen. One 
man is a salesman for the firm. 


( ugh itching his merchandise 
p g ) t 1) with each 

Mr. Hens Strongest selling point used is Mr. 

ind radios Henn'’s continual emphasis on the 

H itely vords “home equipment” rather than 

nt held unt ving to electrical appli inces”’ He prefers to 

ncome ynsider every sale the basis for an 

l-el ic home, and uses that idea 

O} equence, s his “springboard” in making con- 

( 8 y tacts with farmers who are proud of 

20) rs, their homes and modern furnishings 


Diversification of lines and selling from 
both his store and his all-electric home 
pays William C. Henn of Hannibal, Mo. 


vu equip $ years Henn Electric Company’s merchan- 

ke 11 years, small electric appli dising program has been carefully 
s, 15 yea washing ichines, built along the “home equipment” 
irs, gif es 10 years, and such lines. First, Mr. Henn has assidu- 
porting indise as vacuum ously followed up REA leads pro- 
ners, fans, package air condition vided when REA came through the 
ind elect: vater heaters as soon. district in 1937, and extends liberal 
each ca yn the market. He he buying plans to farmers who now 


e has eight separate selling have the opportunity to buy any type 
‘ g to farm income’ of appliance. As an example, when 
ind has consistently profited Mr. Henn moved from one store to 


MAY, 


| 
ty 


Store front of the Wm. C. Henn Electric Co. 
shows how the entire store is exposed to cus- 
tomer view. Live displays are used with window 
demonstrations on Saturday nights when street 
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This moderr 
store, where 






traffic is at its height. 


This view c¢ 
House’ in 
throughout 
are closed 
were only t men have 


another in 1937, there 


rural homes around Hannibal using§j Mr. and | 
electric refrigeration. Now thet left and 
over 500. Where an electric pu 

goes in, Mr. Henn is quick to 

up with electric water heaters, wat itions, 1 
softeners, and similar home equipt nt, va 





primarily sold to the homeowner mMances 
1is comfort. REA facilities have fit - Tans, 
in ideally with his merchandising | nt, rat 
gram, so that it is possible now 10s, st 
the entire electrical line from weel SHIN 1 
week through the year 7 Stor 
Contacting this business Mr. H " 3, SK 
yutside salesmen, betwee 


has three 4 : 
: aditiony 

With 
peak 


nost of the actual closing himsel 


roughly enthusiastic overt 


Ss tno} 
} 


‘al modernization of rural 


ind often that enthusiasm is wh ‘ume in 
the sale over The same type Ig 
thusiasm is represented in his s 7 

slogan of “Use the User first”— There ; 
cause each of his customers becomes ediums, 
testimonial of value in selling t@j4nt that » 
next. ghteen ; 


Diversity in merchandise as mengpract 


tioned above means eight sellit 3 lve 
sons in the Henn store. Above t! lount. 

are small appliances, radios, Jauncr@§*ertising, 
equipment, vacuum  sweepet u sults, v 
roasters, which sell the year unt ad rey 


In spring, Mr. Henn features reltiggj’ertising 


ELECTR 


|N 





This modern “All Electric Home" is maintained by Mr. & Mrs. Henn less than two blocks from their 
tore, where prospects are invited to see any appliance they might be thinking of in actual operation. 





It is known throughout Hannibal as the “Henn House”. 


This view of the living room of the "Henn 
House" indicates the modern motif used 
throughout the Electric Home. Many sales 
are closed right here as all outside selling 
men have access to the Electric Home. 
Mr. and Mrs. William C. Henn on the 
left and their son Tom, on the right. 


tions, ranges, home laundry equip 


and small 


In summer, he brings out 


nt vacuum sweepers 
li inces. 
refrigera 


> fans, tors, laundry equip 


- 1; 741) - Y rout 
radios Fall centers 1roul 

- z 1 
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In the 


1 


appliances, and 


g machines winter, the 


washing machines, 


bo ms 
stokers, 


etTween seasons come package il 


store 


and small appliances 


water heat 


Henn nas 


tioning, and electric 
With this plan, M1 
peak months, and sells as heavy a 


in January as October 


2% of Gross for Ads 


there are two major promotional 


lums, one of which is so impor- 
t that we'll leave it until later. For 


gnteen years Mr. Henn has made a 


‘e of budgeting 2% of his gross 
sticks to that 
newspaper ad- 


best 


and 


mail, 


lvertising, 
unt. Direct 

ng, and 
sults, with 


“broadsides” pay 


direct mail broadsides 


reprints and manufacturer ad- 
ing folders lots of 5000 


sent in 


ad in 














almost monthly. Whenever he runs an 


Hannibal’s newspaper, he 
mails reprints to his rural prospects 
—this actually responsible for the fact 
that during 1940, Henn Electric Com 
pany refrigera- 


tors ll 


city 


sold as radios, 
and 
Hannibal department stores and appli- 
ance firms combined. 
of 200 refrigerators sold per year for 
1938, 1939, his unit volume jumped 


many 


washing machines as all 


From an average 
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to 289 in 1940—an sales 


record anywhere in the 


outstanding 


country 
Ranges and refrigerators are bas- 
ically his “bread and butter” 

but REA 
electricity at the 
in Missouri, all 


volume 


since gave all farmers 


second lowest rate 


sales have jumped 
commensurately. 
idvertising, often going to $90 per 
week is responsible. 


Henn Electric Company is distinctly 


\ heavy volume of 


By Robert A. Latimer 


This view of a portion of the kitchen of 

the "Henn House" is the scene of fre- 

quent "Kitchen parties’ where meals are 

prepared electrically, and where the con- 

venience of the electrical appliances are 

demonstrated. Mrs. Henn is shown ready 
to begin an electric meal. 


i family affair nother po wlgich 
1elps n  closely-connected selfing 
Mrs. Henn is veal ember Ot 
the Frigidaire BT club sol 

Tommy, is a_ sales vecializing 
in building up lete-appliance 
sales from the basic refrigerator ) 

range. All three members of the fan 

ily are_selling appliances ) iT 

ing wunhtil bedtime is the se | 
major promotional worl 1 the Henn 
Electric ( mipa r landis gp 


Model Electric Home 


Ten times as effective from a s« 
ing standpoint as his newspaper a 
vertising and direct mail is M 
Henn’s “Model Electric Home” bui 
one block away from the Henn Elec 


tric Company, and used by all men 


I 
l¢ 
it 


te 


bers of the organization as the most 
practical means of selling home equip 
ment to the most doubtful buyer. A 
neo-classic, flat-roofed modern dwell- 
ing of eight rooms, the Henn home is 
(Please turn to pageg®0) 
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A. A. Brown of Oklahoma Gas & Electric Co., left 


and J. E. North of the Cleveland Electric Illuminat- 


ng Co., took active part in the proceedings. 


ales Conference ar we 


Members and Guests of Edison Institute Sales Committee Discuss All Angles From Power Sales to Home Service 


Harriet G. West of Oklahoma Gas & Electric, on the 
left, and C. W. “Webb” Theleen, in charge of dish- 
washers and sinks at General Electric. 


General chairman R. E. Fisher of P. G. & E. opens discussion. L. +t. r.: 
R. E. Doerr, P. G. & E.; D. M. Debard, Stone & Webster; H. P. Wagner 


N. Y. P. & Li: Mr. Fisher; C. E. Greenwood, E. E 
sumers Power and R. E. Gale, Idaho Power. 


C. H. Purdy, Con- 


Ed Zabel and Ed Schaefer of Milwaukee; John 
Wicht of G-E; R. C. Cameron and Ray Legg 
of Kelvinator and Lou Miller of G-E, enjoy a 
Ray Legg yarn after Convention Sessions. 


J 
i 


Joe Porter, Jr., of Kansas City Power & Light, on the 
left, and Mrs. Ann Sutter of Duquesne Light Com- 
pany, Pittsburgh, on he right. 


Fern Snyder, home economics di- 
rector of Georgia Power, an inter- 
ested participant in the Merchandis- 
ing Sessions of the Sales Section. 
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Edwina Nolan, home economics director, General Electric 
doesn't seem to be speaking to Clara Zillessen, Phila 
delphia Electric's advertising manager. 


C. E. Swartzbaugh, recent president of NEMA, chats with “” 
C. L. Dunn of Ohio Public Service Company between r 
talks at the Chicago EE! Sales Meeting. . A. 


‘\ 


(Left) Julia Kiene 
of Westinghouse 
home service, smiles 
with Mildred Hick- 
man of Hotpoint. 


(Right) Preston S. 
Millar, president of 
Electric Testing 
Labs, answers a 
tough one 

George €E. 

well, Philadelphia 
Electric vice presi- 
dent. 


4 


Mildred Nichols of 
Graybar Electric 
home service fame, 
sits down with Emma 
M. Tighe who is 
equally famous at 
Boston Edison. 











TOTAL WIRED FARMS IN STATES 
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Number of Est. Number “4 
Farms on Elec. on % 
Apr. |, 1940 Dec. 31,1940 Elec. 
Yaited States... 6,096,789 1,998,361 32.6 
Miiee 38.980 19.647 «50.4 
New Hampshire . 16,554 11,084 67.0 
Vermont 23,582 10,437 44.0 
Massachusetts. 31,897 23,610 74.0 
Rhode Island 3,014 3,000 99.5 
Connecticut.. 21,163 18,500 87.4 / 
New England 135,190 86,278 63.8 l l 
New York 153,238 107,301 70.0 
New Jersey... 25,835 21,784 84.3 
Pennsylvania 169,027 120,715 71.4 
Middle Atlantic 348,100 249,800 71.8 
~ —Aor ° . . . 
Ohio .......... 233,783 150,738 64,5 ¢ REAT and growing is the market for many types of FARM FAMILIES 
indiana nae as as J electrical equipment, wiring and lighting among the 
iilinol . f ; : ; a eg , : : . 
Michigan 187,589 132,393 70.6 farms connected to the power lines. The number of wired Buying Mechanical Refrigerators During 1940 
; 9 Y . ‘ ‘ 
Wisconsin 181,735 3,65 “8 farms stands just under 2,000,000 now, and with another What Part Did Refrigerator Salesmen Play in the purchase? 
fast No. Central 1,006,095 563,519 56.0 200,000 or more to be added this year. ‘ 
ieee 197.35! 46,435 235 Here is an opportunity for profitable business which the Don't Know - 
lowe 213,318 73,584 45 electrical dealer is just waking up to. It is a larger market Miscellaneous 
Missouri 256,100 55,315 216 } J » ony 
North Dakota 73.897 sore $2 than is represented by a comparable number of city and town 
h Dakota. 2.4 : eesti Pag ge a o “ bai ° 
| (ae 24'254 200 families. The city home can be sold a full installation of 
Kansas 156,327 28,043 17.9 household appliances and good lighting. So can the farm 
West No. Central 1,090,509 238,283 21.9 home, but in addition, the farm offers a market for a large Sel 
: . ? ‘ = alesman 
lie 8.994 5,024 55.9 variety of work equipment that adds to productiveness and Took 
Mervlond. 42,175 19,376 45.9 income. The character of this market is dealt with in the initiative 
Dist. o ol. e . 
Virginia 174,887 42,312 24.2 following pages. ——— 
irgini 4.87 ! rs a : : - 
Neth Cocptins 278376 as tee oT ' W o the — _— there is active need and growing Initiative 
South Carolina ‘137,558 31,717 23.1 demand, no trade-in problem, but the dealer st take his 
Georgia 216,033 53826 6.24.9 - tine e dealer must take hi 67% 
oo? al 62.245 14°710 236 product to the farmer. He must call on the farmer. He 
suth Atlantic... 1,019,450 255,006 25.0 must do a follow-up job. He must understand these work 
"i - products and their value. He must put brains and energy into 
252,894 33,5 . , , eae : 
—— 247'6I7 42'334 71 this job. If he will do so, he will find that he has opened 
Alabama 231,80! 45,925 19.8 1e of > v7 . ities f = : ~ricte $C 
Miesiesip pl 291'092 3167 a? up one of the best opportunities for profit that exists today. 
ast So. Central 1,023,404 152,883 14.9 
Aekansas ..... 216.678 19.874 92 FARM FAMILIES 
louisiana ..... 150, 4, . ‘ . 
Ollahoma.... 179.687 2137129 Buying Mechanical Refrigerators During 1940 FARM FAMILIES 
Texas . 418,002 71, ee : P ° P ° 
. ae — _ Prices paid by farm buyers of mechanical refrigerator Buying Mechanical Refrigerators During 1940 
o. Centra . i . : : 
Under $100 Farm buyers of mechanical refrigerators in 
Montana - 41,823 6,600 15.8 1940 who previously owned ice refrigerators 
daho : , 43,663 Po} roe Why did . b ‘ did? 
Wyoming ..... 15,018 4,03 id you happen to buy just when you di 
Colorado 51.436 1777045 Gree Ne tee y y PP yi y 
New Mexico.. 34,105 gt 10.3 
Arizona : 18,468 8,30! 44.9 
Wigh ......... 25,40 20,222 79.6 S008 to 128 Just Got Electricity 39% 
Nevada . 3,573 1,690 47.3 
14% 
ountain 233,497 90,035 38.6 $125 to 135 Price Better 
Washington 81,686 58,718 71.9 Better Off Financially ‘cae iis 
Oregon ...... 61,829 38850 62.8 eae te vee 
California 132,659 125,749 94.8 net Weather 
acific re 276,174 233,317 80.9 $145 to 165 
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FARM FAMILIES 
Buying Washers During 1940 


What price did you pay for your new washer? 


*ss than $50 


80 to 57.50 


87.50 to 62.50 


§2.50 to 72.50 


12.50 to 87.50 


87.50 to 107.50 


17.50 to 127.50 


27,50 and Over 
204 = 100°%Jo 


‘erage Price - $76.57 








$ié5 to 185 


$185 to 225 


$225 and Over 


559 = 100% 





Average price paid by farm families: $159 
Average price paid by urban families: $148 
Don't Know 48 


23% ALL FARM FAMILIES 
Electrical equipment used outside the house 


Plan 


Own to buy 





For Pumping Water 


Machine Shop Equipment 


Milking Machine 


Electric Fence 


Cream Separator 


Brooder and Incubator 


Feed and Grain 
Machinery 


Milk Cooler 1339 = 100 %o 


tian Price falis in $62.50 to $72.50 group 
n't Remember 24 


printed by permission from 


surveys by The Curtis Publishing Co. 


Grain Elevator, Silo 
Filler, Hay Untoader 


Other Equipment 
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Convenience & Economy 8% 

Gift ; 2s 

Refrigerator Wore Out 2s 

Moved Is 368 = 100% 
Miscellaneous 8s 

No Specific Reason 6% 


Some gave more than one reason 





The EVIDENCE SHOWS: 


That farm families are buying electric and gas appli- 
ances as rapidly as their farms are electrified or gas 
service is installed. 

That, on the average, farm families are buying higher 
priced appliances than city families. 

That farm families usually have a pretty good idea of 
the brand they want before they go to buy. 

That being people, they are susceptible to the same 
influences that cause anyone to want anything and 
that they have a wide variety of appliances on their 
current want lists. 

That because farming is a business as well as a way 
of life, electricity and electrical equipment are used 
extensively outside the farm house. 

That alert and aggressive dealers who cultivate this 
market are being rewarded with volume sales. 

That sales will go in largest numbers to manufacturers 
who back their dealers with consistent advertising and 
promotion. 


A summary of the farm market today from rvey & 
























Selling “NORK’ 


lf War Priorities Interfere With Present Stocks, 
Rural Electrification Offers a New Opportunity 
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size of the house—then at the barn—and you see where the farmer's heart is. 









AN Tl I Vif tnere 1s a D Moines, lowa is an eXa ple, | lions have been spent to prov de serv- By and large, however, the 
giant sea turtle whicl ible to reach into the far corners of ice for the 6,096,789 farms in the ture is changing. The R.E.A 
ema iet g t e state. Dealers have felt the cold United States. The year 1940 saw’ dicovered that it has an army of: 
people t t wa nd and ull of death on their highest rated this picture: profitable minimum bill customers 
built hou n its back magi prospects as these people shop out of Central Station farm cus- most cases its projects have set 
t hen the turtle wol town, or succumb to the temptation See ee 1.460.361 low minimum bills, feeling that 
up on y and went swimming away the long-discount cash catalog R.E.A. customers receiv- ers would rush to buy with load bu 
tatus qu ( 1s¢ They have also seen poorer ing electric service.... 538,000 ing appliances. The R.E.A. has b 
ng “stand still” to u prospects shrivel as these folks bought chagrined to see pushing bottle 
Jayhawke1 yroduce periods in whicl lothes and trips to Florida on time. 1.998.361 salesmen go out and skate circ 
lealers quietly go to sleep and fre So like the giant turtle in the Ara- In virtually every community in the round it in selling. It has found 
juently wake up to find their market bian Nights legend, the economic [Jnited States for the last six vears ‘ifficult to keep good salesmen. 1 
being swe] ut from under then ground on which they built their busi- where there are two or more farms to R-E-A. is beginning to realize the: 
The question frequently asked if ss seems moving away from them the mile, there has suddenly been #5 more profit in selling current 
t I ening today. Observe They wonder what to do. created an army of prospects for 24¢ per kilowatt-hour to 100 kw 
' ‘ Fortunately at the time of this appliances. customers, than 2 kw.-hr. at 6¢ t 
ice tas etiting, fons hange has arisen a new situation In many areas it must be admitted 30 kw.-hr. customer. What the rur 
' ; vhicl in be taken advantage of the R.E.A. has foolishly antagonized market obviously needs is the 
We refer to the rural electrification the local trade by attempting to get personality punch that put over ¢l 
f cash trade { that has taken place in the last six quick distribution with wholesale trical appliances in towns. For, 
we e house ¢ prices. In other districts short-sighted as the grass widow found out 
» 2 t up of fa vy income As govet nt ney has strung’ distributors have permitted contract- “An alimony check won’t keep 
by inst ent selling of other co ne 5 ll and dale, utilities ors to furnish appliances it cost as a warm on a cold night,” so RE 








peting tet, \ peted in like fashion. Mil- sop to get wiring jobs. now knows there is no substitute 
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getting distribution 
And man power must be paid in good 
hard cash. 

In all too many cases farmers regard 
electricity on the farm as a luxury, 
something for the women folks in the 
house. Nevertheless, he has_ been 
deluged with literature on electrical 
“work” appliances. Farm _ papers, 
U. S. Department of Agriculture, ex- 
tension departments of the state agri- 


man power in 


have 
Today 


cultural schools 
thundered. 


volleyed and 
farm hands are 
being drafted into the army, help is 
hard to keep out of the factory. He 
is in a most receptive mood. Still few 
lealers have tried to “carry the mes- 
sage to Garcia.” Few electrical deal- 
rs have seriously attempted to button 
these lads up. And the warm touch 

f salesmanship is what is needed to 
get this thing rolling. 

“What about the implement dealer ?” 
you say. All right, what about him? 
The answer is, he usually is no spe- 
In common with the 

ial dealer, the implement man sits in 
lis little office and waits for the 
farmer to take things away from him. 
He may get away with it with plows, 
but when it comes to something that is 
electrical, complicated, and has to be 
explained, all bets are off. 

The next squawk from the electrical 
ealer is about cost of selling in the 
“T can’t afford to do it with 
y margin,” they opine. 


ialty salesman. 


yuntry. 


For the answer, let us listen to our 
Yes Moines friend who is selling stuff 


hundred miles out in the country 


Forget the cost of your first sale,” 


“The important thing 


books 


his advice, 


to get that customer on your 





a 


CES 


to the Harmer 


Teach him the habit of coming into 
your place of business to make pay- 
ments. is established 
in his thinking, he will come to you 
naturally When he about has 
his first purchase paid for, offer him 
something else he with no 
necessary. He has 
proved he is a good risk, so why 
shouldn’t you? You have an inside 
track and can 
third sale at 
That is the 


Once this rule 
first. 


needs, 
money down if 


make that second and 
almost no sales cost 
strategy of the future— 
that is the way the 
must 


electrical dealer 
thousand and 
today being sold 
to people on time, and which compete 
with you for your 


“Ay 
compete with a 


one things that are 


share of his in- 
come.” 

Well, this just about winds up the 
story. The coming of rural electrifica- 
tion has been a lucky break for the 
trade. You may not be able to keep 
your town’s upper crust from buying 
away in big cities, you may not be able 
to stamp out wholesale catalog selling 
for cash customers, you may have a 
battle installment selling of a 
dozen other non-electrical items. But 
the farm market is a virgin market, 
and if carefully cultivated should 
give the dealer a business that he can 
grapple to himself with bands of 
steel. 

And, if this war 


tinues much longer, there is a chance 


with 


hullabaloo con- 
that priority boards may make some 
domestic rather 
They can’t do that to work 
ippliances, things that help the nation 


types of appliances 


scarce. 


produce, so here’s a chance for the 
dealer to do business and be patriotic 


at the same time, 



































































(Data from R.E.A.) 


Apple butter stirrer 

Apple cider mill (small jobs) 
Barn ventilator (during season) 
Bone grinder 

Bottle washer 

Brooder 

Churn 

Clipper (for horse or cow) 
Concrete mixer 

Corn husker-shredder 

Corn sheller 

Cream separator 

Daily refrigerator (during season) 
Dairy water heater 

Ensilage cutter 

Electric fence 

Fly screen or trap (during season) 
Grain elevator 

Grain grinder 

Grain, seed cleaner and grader 
Green feed cutter and root shredder 
Hay baler 

Hay dryer 

Hay hoist 

Hotbed 

Incubator. . ; 

Irrigation (surface) 

Milking machine (portable) 

Milking machine (pipe line) 
Oyster-shell grinder 

Paint sprayer 

Poultry house lighting (during season) 
Poultry water heater 

Sheep shearer 

Straw cutter 

Threshing machine 

Tool grinder 

Ultraviolet lights for poultry 

Utility motor (small / hp) 

Utility motor (3 and 5 hp) 

Water pump (shallow well) 

Water pump (deep well) 

Wood saw 





HERE IS WHAT IT TAKES TO DO THE ODD 
JOBS ABOUT A FARM ELECTRICALLY: 


1/3 kwh per gal. 
aa | kw per 100 gal. 
2'/. kwh per cow per mo. (variable) 


22 kwh per ton 


Vy kwh per 1,000 bottles 

> kw per chick raised 

1'/2 kwh per 100 Ib. butter 

1/10 kwh per hour of use 

V/> kwh per cu. yd. concrete 

30 kwh per 100 bu. corn husked 

| kwh per 30 bu. shelled corn (variable) 
Vy kwh per 1,000 Ib. milk 

30 kwh per 10 gal. milk daily per mo. 

| kwh per 5 gal. hot water 145 deg. F. 


1 kwh per ton 
7 kwh per mo. 
5 kwh per mo. 


4 kwh per 1,000 bu. 
Y/y kwh per 100 Ib. 
| kwh per 100 bu. 


2 kwh per ton 
2'/2 kwh per ton 


40 kwh per ton dry hay (variable) 


1/3 kwh per ton 


| kwh per sq. yd. per day 

| kwh per 25 eggs set 

3 kwh to raise an acre-ft. water | ft. 
1/2 kwh per cow per mo. 

2'/2 kwh per cow per mo. 


2 kwh per ton 


1'/2 kwh per 1,000 sq. ft. 

5 kwh per 100 birds per mo. 
| kwh per day of use 

2 kwh to shear 100 sheep 


2 kwh per ton 


| kwh per 8 bu. grain 

2 kwh per hr. of use 

10 kwh per 100 hens per mo 
/y kwh per hr. of use 

| kwh per hp per hour of use 


15 kwh per mo. 
20 kwh per “mo. 


2 kwh per cord of wood 





case it is 


The farm is a going business. 


Electricity also frees the farmer from 
back-breaking labor 
water. (on opposite page.) 


such as pumping 





In this 


manufacturing milk. The 
owner responds to money making ideas. 












































































Nowadays in towns like Lebanon, farmers come to town every 


There's been a4 pretty good 
done on the farm—but work 


day. 

| ‘ ly \ Rhine 

l \ yh | flaxen head 
t ct ly t \ ‘ ‘nein,” H. | . 

g Anti inag had reply with < 

g e wh isked about progress 

\ | story is 1 been put over 
ed t i ib ut here,” he said 
ty \1 ere s a need for it, because 
t M ira Ik realiz that electricity 

iN 1 earn money tor the 

g ve provide a household luxury, 
maby eV go tor it Dealers have no 
é e possibilities trom this angle 

“ We ive had to put on our own 
brooder demonstrations in this office 

lest We have p ited all sorts of work 
’ t istomers simply 
r r \N ild ret beh id 

B County, I s north 
Indianap Lebanon, county 
; opula f 6,500. Some 
eb S600 O00 ¢ inve ed rural 
vy for R.E.M.( ye From 
1 1,800 farmers in 1936 the 
job of selling kitchen appliances 


appliances have been overlooked. 








the farmhouses go, but only half of them hay 


customers has grown to 
2,750 today, with fully 85 per cent of 
the farms electrified. 

only half of these 
farmers have even been sold on the 
idea of having electricity anywhere 
but in the house. Their average elec- 
trical bill in January, 1940, was only 
$3.74, and they consumed about 69.3 
kw.-hr. a month. Some 492 were 
using 35 kw.-hr. or less. 

That there is a market awaiting 
anyone who will go after it is evi- 
dent from the experience of a meter 
reader last June who carried out 
I.E.S. lamps and left them on trial. 
He averaged the sale of 14 lamps a 
day and at an average of $5. The 
dealers who sell ranges to farmers 
won't carry the wire to install them, 
Mr. Antle says. Between the first 
and fifteenth of the month some 600 
farmers come into the R.E.M.C. office 
to pay bills. No effort whatsoever is 
] made to sell them. The 
R.E.M.C. would like to see a circu- 


roster oft 


But—mark you 


eing 





ork Appliance: 


Boone County, Ind.—oldest REA project in th 


lating coal heater promoted in Boon 
County to set beside the electric range 
for the purpose of warming kitchens. 
Nothing doing. Yet the economics of 
rural electricity are right in Boone 
County for all this. The greatest com- 
petitor to electricity, bottle gas, sells 
down there for $10 for the first tw 
tanks. The third tank costs around 
$4. Electricity is cheaper and it will 
cost the farmer less to use more elec- 
tricity and avoid having minimun 
bills on both electricity and gas 
Ownership of a brooder and a range 
is a natural. 

Proof of the lack of effort being 
put on “work” appliances 
may be gathered from the most recent 
saturation survey made by R.E.M.C 
This survey is based on records oi 
1,764 consumers or 75 per cent of th 
total using electricity during the year 
ending Dec. 31, 1940. Since a cor 
siderable number with over minimu 
bills did not reply, these cards were 
projected to cover the membership 


sales of 





Appliances in use on Lines in Boone County R.E.M.C. 


NAME 
Radio 


Irons 

Washers 

Cleaners 

Toasters . 
Refrigerators 
*Water pump 
*Brooder . 

Hot Plate . 

Fans . ‘ 
Motors up to IHP 
Ranges 

Clocks 

Waffle irons 
Septic tank 
Heating pad . 
Coffee Maker 
Bath tub—shower 
Water heater 
Percolator . 
*Poultry lighting 
Corn popper 
*Electric fence 
Sewing machine 
Roaster 

Heater 

Razor .... 

Food mixer 
*Motors over | Hp 
*Milking machines 
Curling iron 
*Tool grinder 
Furn. fan 

*Cream separator 
Stoker ... 

lroner ; 
*Dairy water heater 
Feed grinder 
Corn sheller 
*Incubator 

lce cream/pop cooler...... 
*Poultry water warmer. 


DEC. MAR. 
1940 %SATURATION 1939 
1495 85% 1329 
1492 85% 1352 
1215 69 1036 

881 50 647 
684 39 46) 
593 34 344 
555 31 390 
298 16 10! 
279 16 138 
259 15 89 
234 13 105 
196 it 63 
184 10 35 
128 7 46 
123 7 0 
100 6 i 
84 5 17 
70 4 0 
64 a 18 
58 3 54 
50 3 0 
53 3 0 
44 2 6 
38 2 i 
38 2 10 
36 2 16 
36 2 23 
35 2 16 
29 2 
27 2 10 
26 2 | 
21 | 0 
20 ! | 
18 ! 13 
12 4 6 
12 6 iI 
it 6 0 
10 5 3 
8 4 3 
5 Pe 0 
4 2 | 
cnenene 4 2 0 


*Notice how few work appliances have been sold. 
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ountry—is 85 per cent electrified.as far as 


een sold on farm work devices in the barn. | 


if Brother Antle knew what 
e was talking about ELEcTRICAL Mer- 
HANDISING, accompanied Meter 
Reader Ed Smiley, called on a ran- 
ion ee af 


11St 
miles 


To see 
by 


farmers cruising two to 
out of Lebanon. Out of 
was noted that 12 had 
Half of them had elec- 
tricity run only to théir houses, as 
Mr. Antle said. 


uice to save muscle. 


gnt 


15 farms it 
lectricity ‘ 


They were not using 
It soon became 
ery obvious also that decentralization 
vas taking place in towns of 6,500 
ist as it is in the city. For up to 
three to four miles out of town, nearly 
other worked in 
lhe president of the Cham- 
Commerce in Lebanon is 
sankers, butchers, bakers 
-there has been an exodus from small 
to farm just as there has 
en from cities to the suburbs. The 
a real fact. 
on Route 1 in Leban- 


very breadwinner 

ebanon. 
ot 

iles out. 


wns the 


lewalk farmer is 
E. O. Friend, 


n, has electricity in his barn. He has 
Norge refrigerator, an Automatic 
vasher, a GE iron, a pump jack, a 
rooder, a Regina vacuum cleaner, an 
\twater Kent radio, and of all things, 
Hamm md organ. He came origi- 


llv trom lowa and bought all of his 


irom dealers in Lebanon 


O. E. Hefflin, on 


int refrigerator, 


, has a Hot- 
A B( 


an washer, 


l iron, a Zenith radio, and a pump 
*k. The son, who works in the 
nk, moved in with his parents and 
ught along the refrigerator. The 





Look at the corn and soybean meal dished out today 
on farms, and you'd think they were making waffles. 


family went to town and bought the 
Other 
stuff was bought from Lebanon deal- 


pump jack without solicitation. 


ers. 

Vic Ree, Route 1, is a tenant. There 
is no electricity in his barn and he 
runs his hammermill with a tractor. 


He owns a radio, an iron, and hopes 
a refrigerator. He 
farms 50-50 and doesn’t raise chickens 
for market. He is afraid of buying 
too much of electrical equipment for 
fear the next farm he gets will not be 
electrified. That happened once. He 
has a Haag washer run by an electric 
He turned in 
driven machine on this. 

L. W. Ross, Route 1, 
tricity since 1937. In 
to town and boug 
Westinghouse refrigerator, a 
vacuum Westing 
house iron, and had his ABC washer 
engine taken off and a motor put on. 
In 1938 he bought a 5 hp He 
bought a pump jack that year because 
had 


next year to buy 


motor. his gasoline- 


has had elec- 
me day he 


went ht a Zenith 
radio, 


Royal cleaner, a 


motor, 


even though he a good windmill, 


left him without water for five 
days. 

In 1939 the Rosses went to town 
ind got a water system and put in a 
bath tub. In 1940 they bought a Hot 
point range 

“T couldn’t run this farm at my age 
without electricity,” Mr. Ross said. 
“It permits me to do without a hand. 
Electricity is economical, in fact, our 


bills for January and February were 
During 


aa 
spent $23 on our car 


$12.30 the same ti 


and I believe it 
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—But Harmers Are 


Not Being Sold 








duced into the picture. 
running out in the country and talking up appliances, promotion 
money for advertising, promotion money to educate farmers into 
understanding and appreciating that electricity is really something 
that will earn and make a profit for him. 

The time has come for R.E.A. officials to realize they have been 
‘barking up the wrong tree in giving wholesale quotes on something 
the farmer isn't already sold on. The day is here for dealers to apply 
the same long haul, educational selling methods that put appliances 
over with townspeople. 

R.E.A. has created an army of new prospects—and it's up to the 
trade to supply the technique that will sell them. 


“Why monkey with the farm market when by wholesale 
selling the R.E.A. cuts the ground from under us?” 


That, tossed off lightly, is the way the average small town mer- 
chant explains his lack of interest in rural selling. And it's true that 
the run-of-mine R.E.A. offices have "'from-factory-to-you" proposi- 
tions, have tried to sell ranges wholesale to get load. 

But, with the swarm of minimum bill customers still on R.E.A. books, 
it begins to look as if the old promotion money will have to be intro- 
Promotion money to pay the salesman for 
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economy 


1o1 
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owl 

hands are getting scarce Boys 
fer to move to town and live on 
to $15 a week working in a ta 
than staying on the farm. * 
despair of ever owning a farm of 


nan 


to 


Down here hired 


pre 


] 
$12 


“tory 


They 


their 


own as it takes around $3,000 capital. 


In fact, a hired hand’s job 


ble to that of 
$1 
job. 


more electricity 


housemaid 


a day and has a 


to do 


rather 
he farmer can use 
thi 


Is c 


ny 


He 


a great 


work 


The REA in Lebanon, Ind., has had no luck in interesting 
dealers in selling brooders, says manager H. E. Antle. 


mara 


vets 


] mesome 


deal 
than 


he is now doing profitably. I know 


because I keep books on 


penditures.” 
Lawrence O'Donnell, R.F.D., Li 
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inon, “I farn 


buying. I will get electrical work ap 
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Livestock fattens so much more quickly on ground 
feed that a grinder is a necessity. 










































































The Shahan dairy illustrates how a farmer must have hot 
water for sterilizing milk cans, should own a cooler. 
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Henry Crain, R.F.D. Lebanon. Has 
1936, owned a 
Speed-Queen washer for two years, a 
for three 
ind a radio which was the first pur- 


id power since has 


Westinghouse range years, 


vase, second-hand. The family is 
uipped with a toaster, a Health- 
Mor cleaner and also a water pump 
Mr. Crain is an invalid, the farm is 
vorked, therefore he has no equip 

ent the barn 
Leland Smiths, R.F.D. Lebanon. 
Hav id power te years Bought 

1 »p 1 Queen washer ) 

Lebanon Hardware Co. Have 


bought two toasters in ten years, and 
have had a sandwitch toaster for five 


rigerators, a 


These ar 


They own two rei 
Hotpoint Ward. 


necessary because they 


and a 


operate a milk 
are cooking 
buy an electric 
he barn they have a water 


sute in the town. They 


with gas now but will 


range. Int 








mermill 


James W. Kremer, R.F.D. Lebanon. 
Chis farm of 14 acres is devoted prin- 
pally to raising of fruit, and has had 
power for They converted 
1 Maytag washer to electricity. They 
ha Singer el iron, bought 
the sewing machine store, a GE 
the Lebanon Hard- 
No equipment in the barn 


five vears. 


ive 4 


ectric 


» DOUgNE trom 


vare 


John Cooper, R.F.D. Lebanon. Has 
1 80-acre farm but no work equip- 
ent. Owns a Stewart-Warner re- 
gerator, Westinghouse radio, Fi- 
delco electric range, a White sewing 
ichine, and a vacuum cleaner. Own 
i Winkler Bros. stoker, which was 
installed by Ten Eyck, the local 
plumber. Has just bought a brooder 
ym the O.K. hatcheries. Own an 
[International milker, cost $225, and 
es it on 11 cows. Hammermill is 
tractor operated. 
H. E. Antle said that few stores in 


Lebanon carried work appliances for 


farmers or made any effort to sell 
them. Milkers might be found he 
said, at the Lebanon Hardware. No 
ye was selling hammermills and 
brooders were not being sold by elec- 
rical dealers but by the Lebanon 


A mail order store sold an 
insulated job which was not suited for 
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Right Now! A Boomins B 
Demand for Popular Priced ! 


FORDS Milken . 
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are prefer 
Si JUMPS Electric Milker 2s.” 
Market! an 


Army drafts and attre 
tive defense industry wages are pulling 
hired hands and sons away from 
farms . . . a loss most keenly felt b 
all sizes of dairy farmers. Every dai 
farmer—from 4 cows up—is eage 
seeking relief from the tedious chore 
of milking 730 times a year. 


That makes FORDS Electric Milke 


n 


“AIRLINER” s+, camlined 
Beauty. All advantages of port- 
able and standard models. Milks 
4 cows at one position. 60 ft. rub- 
ber cord, '/4 H.P. Motor. 





your fastest selling opportunity! Thei Po 
amazing value attracts the smalle A necessity 


dairyman. Their superior cleanliness 
simplicity, efficiency attract the large 
particular dairyman. Prices range fro 
$95.00 to $198.00—every sale sizable 
affording a very adequate dolla 
profit. 


No installation problem whatever 
Tracks in sections, adaptable to an 
barn, EASILY installed by any handy 


man. 


FORDS Milker — Backe< 
By 30 YEARS of Progress 


New, scientific milker achievements 
Complete, self-contained units — ™ 
pipelines. Built for maximum conven 
ence. All materials selected for !ong 
est life. FULLY guaranteed. 


ng fountair 





FORDS “SEMI-TRAILER” 


Completely portable, 
wheeled throughout barn. 


easily 
Milks 


2 cows at once into shipping can 
or separate cooler cans. '/4 H.P. 
Motor, 60 ft. cord. 





== Bi 
Pc 





FORDS “TWIN” 







You § 
, P BROW 
Double unit ideal for smaller Eaui 
dairies. Same high quality and VALUABLE TERRITORIES ( Eh aah | 
precision construction throughout “ to W 
as the “AIRLINER”. “for DISTRIBUTORS and DEAL S' Ry 5s 
ator or 


> Get Started This Very Week — WRITE 4 
MYERS-SHERMAN CO. 





1601 E. 12TH ST.. 
STREATOR, ILLINOIS 





YOUR INQUIRIE: 








BROWER 


dA Leader in Electrical 
Poultry Equipment! 


rantype Brower 


Floor Brooders 





A Size and Style 
for Every Requirement 





Easy to Sell—Easy to Install 





Built and Operate to Meet 
R.E.A. Brooding Specifications 


Quick Sales to Farmers and Suburbanites! 


Year-round electric chick brooding is increasing in demand— 
both on farms and among countless “half acre" farmers on the 
edge of town! Farmers know from 18 years experience BROWER 
brooders give them the most modern features, efficiency and 
safety for their money. You can offer a size and price of 
BROWER electric brooders to suit EVERY customer— 
125 to 500 chick ‘capacities. Nothing to install, 
simply plug them in. 








Many Poultrymen Prefer 
BROWER BATTERY BROODERS 


For scientific, safe, fast and sure starting of fryers, 
broilers and turkey poults, BROWER Battery Brooders 


le are preferred by many farmers and “side-line" poultry 
raisers. Additional drawers easily added as capacity in- 
lke creases. Easily operated—temperature automatically 


controlled. No installation required, simply plug in like 
any household appliance. 





‘tra 





ling BROWER BROILER PLANTS! —Now in Big Demand 
rans Farmers near towns and cities, “back-yard” poultry 
alt b raisers, and even many city working people are buying 


dai 
age 
chore 


BROWER Broiler plants to build up a sure, year-round 
income. Profit possibilities are éxcellent. Easily sold be- 
cause quality-built, moderately priced, no special ex- 
perience necessary. Chick starting units equipped with 
automatically controlled heating units. 


Ailke Also—NEEDED ON EVERY FARM 
Thei Poultry Water Warmer Automatic Electric Time Switch 


nalle A necessity in cool weather. Thermostatic con- Especially desired for poultry houses. Turns 
li trolled, 150 watt unit. Suitable for any drink- lights on bright or dim at any time desired 
HIMCSSEE ing fountain. Completely automatic. Easily installed. 


large 

. fro BROWER Whirlwind FEED 

zable MIXERS—for Your "Commercial 
Department." 





dolla 


tever 
© an 
andy 


With the popular BROWER line you open up ready 
sales to feed dealers, hatcheries, feed mills, com- 
mercial poultry raisers and the larger farmers and 
feeders. Special feed mixing is GROWING in de- 
mand! These mixers fit practically every need— 
ruggedly built, thorough, efficient, simplified. 7 sizes 
from 250 |b. to 4000 |b. capacities—25 models— 
priced from $59.50 to $475.00. No installation prob- 
lem, simply set and plug in. WRITE for SPECIAL 
FEED MIXER CATALOG. 
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me = BROWER—World's Largest Line of 
. Poultry Equipment—Over 475 Items 


You Simply Deliver Known the World Around for Leader- 
fad doth iy Electrical = shin. in Quality, Value and Satisfac- 
‘ uipment to the Cus- = 4:4, All Brower Electrical Equipment 
t 
P 
a 





omer, No Installati i 
. Worry About leet Carries Complete Guarantee. An Item to Sell on 


g in like refriger- Every Call—at Welcome PROFIT! WRITE for 100-Page 
tor or washer. Fully Illustrated Catalog TODAY! 





BROWER MFG. CO. cindy. itunois 


5T.. 








URAL EQUIPMENT PROFITS 


i nwManufacturers Equip You with Well-Known, Quality Lines that are “Naturals” for the Appliance 
erm Vast Undeveloped Market for these Farm Labor-Savers and Money-makers in Your 
urm@reas ... a Limitless Source of All-Year plus Sales and Profits 


ILL BRING PROMPT RESPONSE! 
































a On EVERY Farm 





Electric Water Supply with 


PUMP JACKS! 


SALES UNLIMITED! Pumping is a tedious chore. You gain every 
farmer's interest immediately when you talk a quick, easy, economical 
way to supply the hundreds of gallons of water required every week. 
And you have a mighty popular answer to "How?" and “How much?" 
—when you show them U. S. STRAIGHT LIFT ELECTRIC PUMP 
JACKS. They are successors to the windmill on the electrified farm. 
Their cost is extremely moderate when compared to the labor and time 
they save. 





Full Range of Sizes. You offer a size of U. S. 
Pump Jacks for every need—including wells up to 
400 feet deep. Adjustable to fit all standard pump 
strokes. Attractively finished in striking colors. 


Oil, Dirt and Weather Proof. 


Gear case is compact, 
absolutely tight with 
positive oil seal. 
Chrome nickel alloy 
gears run in oil. Long 
life is assured. Simple, 
powerful, DEPENDABLE 


action. 


















TROUBLE- 
FREE 
SERVICE 









































EASILY Hooked Up to Present 
Pump. Fits to practically every type 
farm yard pump in a few minutes. 















No installation problem. Simply ex- BACKED 

tend electric service to motor. by 
Good Business is Waiting 80 YEARS 
Write for Details—NOW! -™ 





Real PROFIT When You ABILITY 


Farm Water Supply! 


WIND ENGINE & PUMP COMPANY 
BATAVIA, ILLINOIS 





MORE 


FOR THE USER IN 
QUALITY....c PERFORMANCE 


FOR THE DEALER IN 
Oll HEATER SALES..... 





HOT BLAST OIL HEATERS 


GIVE YOU THAT Unbeatable 
PROFIT-MAKING COMBINATION 


design . .. fine styling . . . patented features 


... popular price . . . outstanding performance 


@ This is one of the five Cole 
Hot Blast Oil Heater Models 
that are doing an oil heater 
sales building job for dealers 
throughout the country. 
Stock them ... feature them 
. . . cash in on the 55-year 
old Cole's name and quality 
record. Two types of force 
fan circulators are available 
—a floor warmer, and a 
sprayer heater. 

® Add this line now to get 
an important PLUS in 
PROFITS—Write today and 
let us send you the impor- 
tant facts — learn about 
Cole's performance and ability—see why you can make good money 
with Coles—find out about the oil heater line in a price range to suit 
every buyer. 

Cole's Gas and Coal Heaters are additional lines that greatly in- 
crease heater sales opportunity. Ask for Dealer Catalog No. 119. 


COLE HOT BLAST MANUFACTURING CO. 


3108-26 WEST 51ST STREET CHICAGO, ILL. 
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sold by mail order stores, the Cham- 
bers and Lebanon Hardware Com- 
panies. 

Calls were made on the following 
stores to check up on this: The Akers 
Music Store: Handles Westinghouse 
ranges, refrigerators, water heaters 
and small appliances, also Philco 
radios and records, Hamilton-Beach 
mixers and ABC washers. They say 
gas washers are swapped over to 
electric motors as fast as electricity 
goes in, The son teaches school in 
winter and canvasses around the town 
in the country during summers. Asked 
about taking on farm work items, 
Akers replied, they “never tried it.” 

Bowers Electric. R. C. Bowers is 
Lebanon’s official Frigidaire dealer 
Carries refrigerators, ranges, Apex 
washers, Speed Queen washers, Zenith 
radios, Estate gas stove, GE irons, 
and roaster, and displays a_ rebuilt 
Hoover. Formerly sold a Norge space 
heater but claims he cannot buck 9¢ 


E. F. Chambers & Sons, hard ww, 
Malleable-Monarch ] 


Crosley radios and refrigerator, B 
dix washers, Thor ironers and 
pump jacks and 


house sold four Coleman space heat 


Lebanon Hardware Co.: 


pump jacks, refrigerat 
but Mr. Shelby has not made up 
mind to do so. 


Maytag Store: 




















It costs 15¢ a 100 to have feed ground, says Earl Shahan. 
With your own hammermill 


lheir philosophy on canvassing 

that when they have a customer in 
their store they can sell him on their 
terms, but when they are in the coun- 
ry they have to sell him on the farm 
er’s terms. They stopped selling water 
systems some time ago as they can- 
lot compete with the plumber. Asked 
about farm work appliances, Mr. 


Sowers said there was such a thing 


as taking on too many lines. Bowers 


Electric has been a going business in 


Lebanon for 12 years 

Taylor Appliance Sales. D. E 
Taylor has been in business a year 
and handles the GE line, refrigerators, 
ranges, washers. Asked about farm 
work appliances, he said, “I am in- 
terested in anything to make money.” 

Montgomery Ward & Co., Manager 
is M. O. Weygandt. Sells the Ward 
refrigerator, washer and range. Re- 
tains three men during the summer 
for canvassing. Ward sells a pump 
jack for $33, a hammermill for $31.60, 
which is electrically driven. During 
Ward Week last fall he sold six 
Hammermills in four days. “They have 
one small hammermill for $86.50 which 
they have had in their inventory for 
six months but have not been able to 
sell. Last winter Ward’s sold four or 
five pump jacks. Ward’s is the only 
store in Lebanon that goes actively 


s 
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Harry Lennox, 
Handles the John Deere line, and 


farm work appliance s. 
Public Service Company: Sells H 


O. K. Hatcheries. 


broode r business. 
of hardware as fast 


Ralph Ten Eyck, 


Western Auto Supply. 
vinator refrigerators and ranges. 
rhe picture sums up to this: 
five years the | : ] 


Boone County don’t 


which they can save 


and thus get the ball 1 
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Pumping Water is a Backbreaking Job Without Electricity. 
Water Systems Should Come First Two types of systems are in use— 
shallow well or deep well systems, 
ARM records show that use of where water must be pulled up more 
water jumps from around 1,000 than 22 ft. Cost ranges from $50 to 
allons per month to 4,000 gallons or $100 for the first type, to $100 to $200 
re when it is pumped electrically. on the second. 
ater for kitchen, laundry, bath and People use around 25 gallons a day, 
let can be delivered at about 5 kw- cows 15 gal. apiece, horses 10 gal. 
a month or about 25¢ with 5¢ elec- apiece, hogs, 2 gal., sheep 14 gal. and 
icity. The entire farm will use 100 chickens will consume 4 gal. 
000 to 15,000 gallons monthly at a___-water. 
t of 15 to 25 kw-hr. So put water systems first. 
eas 
pl i 
\ 
aro 
% Electric Fences Go With Crop Rotation trolled by the same fence on the farm’s 
pasture land. 
de LECTRIC fences for portable Electric fence controllers are avail- 
~~ pastures, rotation of crops, which able for use on 115 volt high line cur- 
eans moving the livestock about _ rent, 32 volt, and on 6 volt direct-cur- 
m place to place has given great rent supplied by battery. Home-made 
Ils HogpPularity to the electric fence. For affairs are generally considered dan- 
cos. umals of the same height one wire’ gerous. Cost of operation runs from 
all that is needed. Two are neces- 15 to 25¢ per month. Wisconsin has 
rn ty if cattle or hogs have to be con- a model law regarding their use. 
al 
we 
plu 
ite! 
The Electric Pig Brooder several different methods of supplying 
lls K electric heat to pig brooders. Perhaps 


IGS today are brought into the 
‘is: Fa World at times which will permit 
em to be fattened for market and 


slia (fd when prices are high. That 

le ans that a lot of them are born in 

re of tages of bad weather. 

4 With baby pigs worth perhaps 50¢ 

ns wiag'ece, and particularly prone to be- 
me chilled during their first hours 

ra re ‘Heir lives, it is not difficult to con- 


oetingpce the farmer that an electric pig 
5 as . ea 
oder is good economy. There are 


VIS'N 


ECTRICAL MERCHANDISING—MAY, 


the cheapest method is the use of an 
incandescent lamp of 100 to 150 watts 
mounted in a suitable reflector. Some 
have made use of an under-heat type 
of electric element. Others use space 
heaters of 150 to 200 watts. 

Besides keeping the little pigs from 
chilling the brooder provides a warm 
corner and saves a lot of them from 
being crippled or killed by the sow 
when they would otherwise try to get 
closer for warmth. 


1941 








4TOBS Electricity Makes Easier 
on the Farm 


Because many dealers may not know 
the economics of farm work appliances, 
here is a glossary, prepared with aid 
of |. P. Blauser, Ohio State University 





Earl Shahan of Lebanon, Ind., and his brooder. 


Electric Brooders are a ‘‘Natural’’ 
for the Farm 


T a cost of 3¢ per kw-hr. for elec- 
A tricity, the farmer can warm his 
chicks per brooding season for from 
14¢ to 44¢ apiece. The electric brooder 
is so much more successful than the 
type operated by coal oil that it is a 
success whether 50 or 5,000 chicks are 
raised on a farm. 

There are some reasons why a prop- 
erly insulated brooder clicks from the 
moment it is installed. Here are 
good reasons to start with: 


nine 


1. Little time is required to install. 

2. The fire hazard is practically 
eliminated. 

3. Temperature of brooder is auto- 
matically and actively controlled. 

4, Less labor and attention is 
quired. 

5. Chick mortality usually lower. 

6. Growth is faster. 


re- 


7. Promotes early and better feath- 
ering. 

8. Fuel does not have to be 
or paid for in advance. 

9. May be used on a greater variety 
of conditions. 


stored 





Job of Cooling Milk 


UCH of the milk that is rejected 

by milk plants is due to the 

milk not being cooled properly on the 

farm. It is now pretty generally 

agreed that milk will not retain its 

qualities and freshness unless it is 

cooled to 50 deg. F. or less within 14 
hours after it is drawn. 

Use of water or ice is not particu- 

larly satisfactory because it is difficult 


to pull the temperature down much 
below 60 deg. It is difficult for a 
farmer to obtain a regular and ade- 
quate supply of ice. 

The cost of electric coolers, says I. 
P. Blauser, Ohio State University, 
runs from about $200 for one that will 
be large enough for 20 gallons of milk 
per day to $450 for one that will take 
care of 100 gallons of milk daily. Fig- 
uring depreciation on a ten-year basis, 

(Continued on following page) 
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JOBS Electricity Makes Easier for the Farmer 
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W here 


ls is paid, for more properly 


pound 


$9] ‘mium of 15¢ pet 
1(M) ] 
1 income due to 
ut to $172.80 for 


of SS1.80 











L. W. Ross job to iob. 


At his age he could not farm without electricity 


wheels his motor from 


Small Electric Motors 


1 
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Most Tedious Farm Job—Milking 


M 


At 3¢ per kw 


would be 90) 


Iking machines feel 


“OWS pustifly 


Earl Shaham of Lebanon looks over his milking machine. 
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Feed Grinding a Farm Necessity 
N the 


old days ears of corn were 
tossed ] 


to the who were al- 
lowed to do their own shelling. The 
a lot of corn was lost in 
this and corn in 
ie whole does as much meat 
that been 
is universally 
livestock. Kept 
accessible to animals 
The 


more 


hogs 


trouble was, 
process, 
not put 


corn 


the bud by 


m the 


hog is has 


uind. Grain today 


uund for feeding the 
in hoppers it is 
time they are hungry. 
fatten 
Farmers have been generally 
hammermills and burr 
There 


smaller feed grinders 


any 


is they up much 
heir 
tractor power. is 
tod ty 
be operated successfully with 
‘hese smaller grinders 
turn out the feed for 3¢ or less per 100 


ami . . . 
ils, but are not capable of chewing 


‘ 
tors 


rn cobs as well as grain as the 
ger mills do. 

When feed is being ground by porta- 
ble it costs about 10¢ per 100 pounds, 
he farmer will have to be feeding from 
a 74 hp. 
a profit- 
grinding 


to 2 tons per week before 


tor and grinder would be 


investment to him. The 


11 
Ne 





No longer do hogs shell and 


waste the corn. It is ground up. 


of as little as 1 to j ton per week, doné 
by 4 to 14 hp. outfit, will show a savin 

custom Where set 
with overhead bins, and more or les 


over grinding. 


automatic in operation, these smal 
feed grinders reduce the labor charg 
to a minimum and give satisfaction. 





Lights For Winter Eggs 


he city 
hen house 


man 


‘eggs in winter. The 


nore egg 


any 


but she will lay them at a 
1: 


yrices are higher. An increase 


to three egg 
} 


s per month during 
be expected by the 
superior 


} 
Rais eCause 


hazard is practically eliminated. Cor 
mon method of lighting is with at leas 

40 watt bulb in a 16-in. diamete 
reflector for each 200 sq.ft. of flo 

The amount of electricity wil 
vary from 3 to 6 kw-hr. per 100 bird 
at 5¢ per 
would mean 15¢ to 30¢ per month i 


one 


per month, which 


Inasmuch 
producti mn 


the 100. birds. 
pected incre 


r 
200 


ase in egg 
( 


to 300 


ind with a winter premium of 10¢ { 


eggs per mo! 


me Trom 


dozen, the gross income would be 1! 


creased by $1.60 to $2.60. 


kw-hq 


as an eX 





Electric Water Heaters on the Farm 
P ARTICULARLY where milk 


handled, a lot of hot water for 
cleanup purposes is necessary on the 
m. Heating in the furnace 
commission from five to six 
f the year, kerosene and 
dangerous 


18 


coils 
out of 


out ¢ 


are 
months 
heaters be 


gasoline 
l costs 


ctricity 


may 
ink high, 


y is an ideal source of 
or water heating on the farm. 
to I. P. Blauser the 


University, 1 kw-hr. of 


of 


All kinds 


of devices are 


will furnish 35 to 4 
of water at 150 deg. F. The 
monthly consumption on this basis 
250 to 300 kw-hr. 
rate of l¢ per kw-hr. the cost runs 
2.50 to $3.00 a month, which is low 
would ¢ 


electricity 


aver 


. 
3 


than the same _ service 


using a kerosene heater. 


Where special water heating rat 


where water 


small heaters 


available or 
pressure, 


not 
under 


are 
not 


1 to 10 gal. capacity can be used t 
heat water if needed at a cost of abou 


i¢ to 1¢ per gallon. 


needed to heat water. 


mm 





On a water-heat!! 
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CONLON IRONER 











Prevailing Trade Winds Blow 
CONLON Sales to New Records 


Nautically speaking ... we're sailing high, wide and handsome. Every ~ 
day, more and more women are buying CONLON IRONERS for their 

homes. Every day, more and more appliance dealers are finding the 

CONLON line the secret of increased sales and profits. 


The reasons are simple to explain. There are extra plus values 
in every CONLON IRONER you buy and sell. The extra fine 
construction for service satisfaction —the result of 28 years’ 
manufacturing experience. The extra smart styling with feminine 
appeal. The extra features for easier and efficient operation. The 
extra security guaranteed by the exclusive CONLON 15-Year | 





Rebuild Policy. And the extra ease of profitable turnover. For ; 

there isa CONLON IRONER for every income bracket and all ; 

are popularly priced. ; 
4 





CONLON CORPORATION 
1806-1828 So. 52nd Ave., Chicago, Ill. 
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LEFT—Too many guys, says Clarence Hollingsworth, service manager for Evanoil, think the cast iron combustion ring of the burner. Be sure to level in both directions. 
they can tell whether a floor is level by the seat of their pants. Nuts to this idea. Your ABOVE—Don't go away without giving the owners instructions. Take out the strainer 

heater must be absolutely level to insure proper operation, and the only way this and show the housewife how to clean it with a brush. She only has to do this three or 
can be done is by placing a level from your service kit, or a carpenter's level across four times a year but it's important that she learn how. 


STS in Lustalling 
Ojii Heaters 


Miss them and you mess up your job, declares 








Clarence Hollingsworth, veteran service manager 













BELOW — If al! the 

heaters Service Man- 

ager Clarence Hollings - 
worth has worked on a” 
were placed on top of 

one another, he'd be 

able to shake hans FoRI 
with the man in the 

moon. 





low { 





ABOVE—You can't use the palm of your 
hand to check the “pull” of the stack. 
A draft gage is 4 necessity Allow the 
burner to burn on high fire with the 
pointer on the draft regulator set to 
high’ for 15 minutes until the chimney 
gets hot. Then check with the draft 
gage. If you can't get things right by 
manipulating your controls, then you 








know the chimney has to have some ad- 






ABOVE—Some service men think that 
the valve setting supplied by the fac- 
tory is O.K. Think twice and you realize 
it can't be, because the factory can 
never know what kind of a chimney the 
oil Heater is going to be attached to. 
It only takes a screw driver and a min- 
ute's time to set it correctly to particular 
draft conditions, but it's a ‘must.” 


ustments. before the oil heater will work 


properly 


RIGHT—Leg levelers can be had for al 

oil heaters, and offer the only smart way 

of getting the heater on an even keel 

A chunk of wood won't do, as you can't 
get it to the right thickness 
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Every step in the building of a Ford Truck — from drafts- 
man’s board to final assembly —is planned to save you 
money. Ford economy is built-in economy. 

Many truck men know this. Today, every third truck on 
the road is a Ford. Many fleet owners are standardizing on 


e Fords. And this class of operator watches every cent of cost, 
im ce] FORD i RUC K because fleet units must earn their keep! 
Talk to your Ford Dealer. Tell him what you want a truck 


to do, and arrange for an “‘on-your-job” test with your own 
loads, own driver, on your regular routes. 


FORD TRUCKS ARE ECONOMICAL, not only in low first cost, 
low fuel consumption, but also in low maintenance costs. 
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L. Hu 


Hudson's is Detroit's biggest store. 


“Doorbells “to you 


The J. L. Hudson Company, Detroit, with plenty of floor traffic 


of its own still believes in reaching out through exhibitions. 


Buildet 
‘troit Retail Lumbermen an 
Clay Brick Manufacturers of Detroit 
\dding to the interest in the show 
] «lel home constructed each 


to some visitot 








HUDSON'S SALES AT BUILDING SHOW 


Vacuum Cleaners 

Electric refrigerators 

Electric ranges 

Washers 

lroners 

Sewing machines 

Light fixtures 

Stokers, gas and oil burners 

Electric pumps, gas stoves 
miscellaneous 


Sales in 1941 


87—$4,705.25 
83—10,791.65 
20— 2,607.08 
33— 3,798.67 
17— 1,524.20 
4i— 3,101.95 

— 3,914.29 


26— 2,455.98 


$32,899.07 


Sales in 1940 


98—$5,026.80 
133—18,962.05 
43— 5,944.46 
93— 9,755.55 
33— 2,348.90 
38— 2,973.08 

— 551.83 


39— 4,274.15 


$49,836.62 


Attendance at the show was 275,000 
n 1941 rhe 


(WW) visitors in 


model home drew 235,- 

1941, 

proximately 10 per 
“The 

‘ 


says James B. 


which was ap- 


1940. 


suc- 


cent over 


reason this affair is a 
cess,” Ogden, manager 
f the electrical appliance department 
that we do 
on the show floor. This 
We know 


choice bunch 


of Hudson’s, “is the fact 
, 1 
Dusiness right 
exhibit. 


display is no mere 


we're going to have a 
if prospects coming through and we 
are all set to sell them.” 

In 1939 Hudson’s sales attributed to 
amounted to $27,493.13. In 
1940 it ran to $32,899.67. 


the show 
Salesmen 
registered 775 hot prospects for future 

msumption. In 1941 the 


firm’s sales 





$49,836.62 and prospects 1,035. 
“It's a success because we do business 
right on the show floor,” says J. B. 


Ogden. 


he cost of the display for 29 booths 
instal- 


1940 including space rental, 


(Turn to page 93) 


Here's a traffic stopper thought out by Henry Burks—Hand your prospect a salt cellar 
off the range—he won't move away as long as he holds it (Left). Every Hudson man 
carries a tape; most people want to know how an item will fit in at home. They'll wait 
while you measure (Center). If the prospect is extra good and you want him to sit 
down, keep your figures in a brief case—he'll sit and wait for you to open up (Right). 
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takes on a new meaning in 
the oil heater field 


Even lowest priced models 
available with year-ahead 


features in new Quaker Line 


lhe oil heater user whose needs do not demand a 
leluxe heater still requires performance in the model 
he buys. Why then, should such far-reaching advance 
ments as Quaker’s Thermo-Controlled Forced Circula 
tion and Quaker’s revolutionary Mechanical Draft be 
denied him? They shouldn't . . . and they aren’t! For 
every heater in the new Quaker line is built for use 
with these year-ahead advancements if desired. That's 
why any Quaker model is more than “just another space 
heater’! In other ways, too, Quaker has brought a new 
meaning to the word “value” in the oil heater field. 
(he moderately priced Challenger model shown here, 


for example, offers more features of comfort, conveni- 









nce and quality than many deluxe models. It is ty pical “ae. . 4 
f the extra value that always goes with the name Quaker 2 RS 
; “ Aer  WLLUSTRATION FEATURES MODEL 2010 CHALLENGER 
-the first name to appear on any oil-burning space _— th eae 
cater . . . and the last word in oil heater development! , 
WAKER MANUFACTURING COMPANY ree te s G 
ur 
233 WEST ERIE STREET - CHICAGO, ILLINOIS 
heaters 
2 NT Mode! 2006 similar to 
start at above except with top 
access door 


ONVENIENT EV-R-CLEAR FRONT DOORD|O 


wOw/,.... ABOUT SELLING IDEAS! 


WAIT UNTIL YOU SEE QUAKERS 
1942 SALES BROCHURE. SEND 
FOR YOUR Copy Tropay/ 






v 
\ \« EASY TO CLEAN H/-BAKED BROWN FIN/SH oe W 


} 


— 


SS er 
MMOUS QUAKER ECONO-MISER BURNER) ( 
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(Just fill in and mail today to Quaker Mfg. Co., 
233 W. Erie St , Chicago, Il] No obligation! 


(COMBINATION RADIANT AND C/RCULATOR 
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REFRIGERATORS 


M the reé erator indus- 
t ecord for monthly 
C ' th totaled 
1 ¢ ctr 
to be exact 
1940 cor 
nded 12.44 
1941 ; 
? ? 
1941 tl 
1,157,626 
42.24 813,880 sold 
. This 
‘ 1 ‘ , vears 
I y e EEI 
ry 1 on 
M 
M 194] 423,010 refrigerators 
March 1 §,238 refrigerators 
Mos, 1941 1,157,626 refrigerators 
refrigerators 
M NEMA analysis cov- 
es by res of boxes, 
NEMA refrigerator 
| that the 6-6.99 
i record-breaking 
) t three months of Janu- 
" far 41, these dels accounted 
f 8.1 4 total, compared with 
73.94% in the ne period of 1940 
y r ,a 5 T ‘ 
NEMA Only) 
M 3M 
( Ft. S 41 1940 Change 
, on 1) 4 32 S¢ 4.92 
) 7 823 1.685 87.11 
6 19 841.177 559,442 50.36 
7 9 70,440 12,653 +-456.71 
. 755 85,221 37.03 
M 176, 756.570 42.31 
v 
ELECTRIC WASHERS 
t \ ri \ & Ironer Manufac- 
tu \ ports a total of 
180,1 USE electri vashers sold 
i fa 194] 28.89% upwards of 
the M l » of 139,782 units. 
I i ulso «63.00 ahead =of 
M 13 month of the 
it t I the fi juat 1941 sales 
t ed 453,123 t 17 32% in excess 
r f 1940 id 8.65% in excess 
1037 
Regardin rices, the M: arch 1941 aver- 
i $75.80 retail, which was $4.49 
higher per unit than the $71.31 obtained 
in March 1940, resulted in an over-all 
gain for the month of 37.01% in retail 
lollar volume. As in previous months, the 
rise in average price was due to the in- 
reased purchases of the higher priced 


models, versus the decre 
the low-pri 
March report reveals th 
month's total was done 
over classification, at an 
$138.37, with 18.94% 

$99.99 group selling at 
In Mar 
i inted for 


ed groups. F 
at 15.59% of the 


lone in the 


ased business in 
or instance, the 


in the $100-and- 
average price of 
$70- 
$85.84 per unit. 


1! 140 these two groups together 
but 29.08% 


of the total and 


iid at an average of $109.50 
In the $50-$69.99 group, accounting 
for 44.85% of the total, the March 1941 
amounted to 80,800 units at an aver- 
ize price of $63.76—compared with 53,- 
78 its or 38.47% of the total at a 
> 99 average in March 1940. Business 


the low-priced classifi 


+ 


ations of Under 


$ ed to 20.62% of the March 1941 
tota n 32.45% a year ago 
M 1941 180,166 washers 
Mf 194 139,782 washers 
3 M 1941 453,123 washers 
3 1940 386,223 washers 
{ ’ ; Price Classifications 
Average 
Retail N to 
Unit Pri e Total 
Be $4 
3 Mos. 1941 20,051 $ 38.48 4.43 
3 Mos. 1940 29,359 $39.03 7.60 
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STATISTICAL BAROMETER 


A DIGEST OF 


compiled by 


FIGURES 
PROGRESS OF ELECTRICAL 


Marguerite 


INDICATING THE 
APPLIANCE SALES 


Cook 


Market Analysis Department 
Electrical Merchandising 


4 $ ) 
3 Mos. 1941 . 76,035 $ 47.95 16.78 
3M 1940 .. 82,282 $ 47.88 21.30 
<5 gh ,) 
3 Mos. 1941 204.863 $ 63.86 45.21 
3 Mos. 1940 161,190 $ 64.04 41.74 
70.00—$99.99 
3 Mos. 1941 88,470 $ 85.66 19.52 
$100 & Over 
3 Mos. 1941 63,704 $141.96 14.06 
$70 & Over 
3 Mos. 1940 .. 113,392 $107.09 29.36 
Total ' 
3M 1941 453,123 $ 75.30 100% 
s. 1940 386,223 $ 71.33 100% 
Vv 
GAS ENGINE WASHERS 
\ favorable upturn in gas washer busi- 
ness was noted in the March statement 


f the American Washer & Ironer Manu- 
turers’ Association reporting the 
onth’s sales at 11,159 units, the highest 
snatch output since August 1938. This 


however, while sur- 
passi ‘ing comparable sales of last year by 
12.17%, failed by 40.61% to equal the 
Mar h 1937 achievement of 18,788 units. 
In dollar return to manufacturers the 


gain in business, 


month's business yielded an over-all re- 
tail volume of $979,983 in 1941 or 15.55% 
é yrresponding me of 1940 
Among the various price groups, March 
941 sales broke as follows: 18.32% at 
$132.32 each ($100-&-Over class), 63.45% 
¢ 27950 ($70—$99,.99 class), ar id 
18.23 it $61.60 (Below-$70 aan - 
ntraste ith the Mar ch 1940 division 
62.14% in the $70-and-Over group, at 


Below-$ $70 


$96.39, and 37.86% in the 
it $66.96. 


For the first quarter of 1941 versus 
_ the cumulative gains were: 8.41% 


for over-all retail vol- 


units, 10.41% 
: $88.91 in 1941 


nd average prices 


$87.30 in 1940. 


All da 
against 


March 1941 
March 1940 
3 Mos. 1941 
3 Mos. 1940 


11,159 gas washers 
9,948 gas washers 
27,159 gas washers 
25,053 gas washers 


Gas Washer Sales, by Price Groups 
Average %to 
Units Price Total 
Below $70.00 
3 Mos. 1941 4,097 $6289 15.09 
3 Mos. 1940 .. 8,262 $66.40 32.98 
$70.00—$99.99 
3 Mos. 1941 18,514 $ 84.16 68.17 
$100 & Over , 
3 Mos. 1941 4,548 $131.67 16.74 
$70 Over 
3 Mos. 1940... 16,791 $97.57 67.02 
T otal 
3 Mos. 1941 .. 27,159 $ 88.91 100% 
3 Mos. 1940 .. 25,053 $ 87.30 100% 
v 


PORTABLE IRONERS 


Notwithstanding the increase of 
124.38% in March 1941 sales of portable 
ironers, versus comparable sales of last 
year, the month’s volume of 6,783 units 
actually represented a downward trend 
for 1941 since both January and Febru- 
ary exceeded 11,000 units. In March, 
owing to the higher 1941 average price 
of $29.36 retail, versus $27.41 a year ago, 
the over-all retail dollar volume rose to 
140.34%, which was considerably above 
the unit increase of 124.38%. 

On a first quarter comparative basis, 
the 1941 increases over 1940 were as fol- 
lows: units 252.16%, retail dollar volume 
o, and average prices $28.64 in 
against $27.37 in 1940. 


62 50¢ 


1941 


March 1941 
March 1940 
3 Mos. 1941 
3 Mos. 1940 


6,783 portable ironers 
3,023 portable ironers 
29,708 portable ironers 
8,436 portable troners 


~ 


v 


RANGES 


With March sales amounting to 61,647 
household electric ranges, or 9,857 units 
above the February volume, March 1941 
becomes high month in industry sales. In 
comparison with 1940, the gain for March 
is 55.51%, while the three months’ 


cumu- 
ative is up 50.37%. The following figures 
represent electric range sales by the 
NEMA membership: 

BERGC TRUE cevccceveses 61,647 ranges 
Be EE inceeseseses 39,643 ranges 
TE. wiwekadesee 163,953 ranges 
2 EGE Ee indxeocaews 109,036 ranges 


Saturation, 
homes, 


January 1941 — 2,865,000 


or 11.2% of total wired homes. 


v 


WATER HEATERS 


Continuing the 


a pace 
set in earlier months of 1941, the March 
1941 volume of household electric water 


heaters (storage type) reached a total of 
. or 78.79% higher than com- 


1940. This represented the 


13,992 unit 


1 ’ . 
parabie saies of 


largest monthly output since March 
1937, industry high month, when 14,132 
water heaters were sold. 

For the first quarter, cumulative sales 
show a total of 33,025 tank type water 


heaters sold by 
in 1941, or 


parative. 


the NEMA membership 
49.35% above the 1940 com- 


March 1941 13,992 water heaters 
March 1940 ...... 7,826 water heaters 
3 Mos. 1941 ..... 33,025 water heaters 
3 Mos. 1940 ..... 22,113 water heaters 


Saturation, 
homes, 


January 1941 — 850,000 
or 3.3% of total wired homes. 


v 


ROASTERS 


Basing its figures entirely on the 
larger-sized, over 15-quart roasters, the 
NEMA analysis for March shows a gain 
of 145.94% for the month over the 1940 
comparative. Thus, with this gain at 
hand, together with the February in- 
crease of 86.24%, the January decline of 
17.28% has been erased, and first quarter 
business in this model was up 62.36%. 


Over 15-Quart Capacity 


Mase Te .ccscecancs 16,505 roasters 
Match TF60 cccccccvcer 6711 roasters 
2 Sse 34,462 roasters 
PR EE axendéeans 21,226 roasters 


Saturation, 
homes, 


January 1941 — 1,247,500 
or 4.9% of total wired homes. 


v 
VACUUM CLEANERS 


Outdistancing all previous monthly rec- 
ords, the March 1941 volume of house- 
hold electric floor cleaners reached a 
total of 178,145 units. While this repre- 
sented a 20.57% improvement over com- 
parable sales of 1940, the month’s volume 
also ranged 20.21% past the record 
month of March 1937 when 148,113 floor 
models were sold. Thus, for first-quarter 
business, the 1941 volume established a 
new high for the period, surpassing like 
sales of 1940 by 18.87%. First quarter 


MAY, 








sales of other years 
1937—352,956 floor models; 
842; 1939—288,678 units, 
357,331 units. 

With hand cleaners the March busi. 
ness likewise presented bright aspects for 


were as follows: 


1938—286,. 
and 1949~ 


1941. Contrasted with 1940, the month’s 
volume gained 49.26%—and aside f 


March 1937 when 52,301 hand cleaners 
were sold, distinguished itself as the high- 
est monthly volume on record. On a 
first-quarter comparison basis, cumula- 
tive sales of 1941 extended 28.22% be- 
yond 1940 but fell 9.85% short of 1937 

Following estimates of industry ne 
come from the Vacuum Cleaner Manv- 
facturers Association: 


March 1941 .178,045 floor cleaners & 
46,284 hand cleaners 
March 1940 ....147,672 floor cleaners & 
31,009 hand cleaners 
3 Mos. 1941 ....424,755 floor cleaners & 
111,157 hand cleaners 
3 Mos. 1940 ....357,331 floor cleaners & 


86,695 hand cleaners 
v 


STANDARD IRONERS 


While unit sales advanced but 15.05% 
ahead of the 1940 comparative, the 
March 1941 volume of standard electric 
ironers, selling at a $5.54 increase per 
unit, effected an over-all dollar gain to 
manufacturers of 22.95%. This gain in 
dollars resulted from the fact that while 
the $30-$49.99 models dropped 1,174 
machines from March 1940, both the 
and the $80-and-Over models 
ed—and in all instances prices were 


$50-$79.99 


The $80-and-Over models 
in units and jumped in average 
$103.90 to $106.41, the 


gained 722 
price fron 
$50- 79.99 models $ 


gaining 1,810 units and advancing in 
price to $67.26 from $66.23 

From the standpoint of first quarter 
business of 1941 versus 1940, the 1941 


volume reflects a unit gain of 19.73%, 
with average prices $84.29 this year 
against $83.29 last year. Following esti- 


mates of industry sales come from the 


\merican Washer & Ironer Manufactur- 
ers \ssociation 
March 1941 10,383 standard ironer 
March 1940 9025 standard ironers 
3 Mos. 1941 28,936 standard ironers 
3 Mos. 1940 24,168 standard ironers 
Standard Ironer Sales, by Price Groups 
Average % to 
Units Price Total 
$30-$49.99 
3 Mos. 1941... 1,709 $ 42.07 5.91 
3 Mos. 1940... 3,297 $ 39.47 13.64 
$50-$49.99 
3 Mos. 1941...12,911 $ 67.99 44.62 
3 Mos. 1940... 7,060 $ 68.38 29.21 
$80 & Over 
3 Mos. 1941...14,316 $104.05 49.47 
3 Mos. 1940...13,811 $102.42 57.15 
Total 
3 Mos. 1941. ..28,936 $ 84.29 100% 
3 Mos. 1940...24,168 $ 83.89 100% 


v 


GROWTH IN WIRED FARMS 


Electrified All Farms 
Jan. 1 Farms Electrified 
Se 204,780 3.2 
ea 246,150 3.9 
ee 309,125 49 
RE 393,221 6.2 
CASES 506,242 8.0 
a 576,168 9.2 
$a 649,919 10.2 
ae 698,786 10.7 
ea 709,449 10.5 
eS 713,558 10.5 
Se 743,954 10.9 
eee 788,795 11.6 
Se 1,042,924 15.4 
CEES 1,241,505 18.2 
eRe ee 1,406,579 20.6 
SSE 1,786,000 25.0 
EY Se 1,998,361 32.6 


1940 Yearbook of Agriculture & EEI. 
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Headed for Another Record-Breaking Year—- 
1941 Kelvinator Refrigerator Sales are Already 
over 70% of Entire 1940 Sales! 


Figures can be just as dramatic as a Hollywood 
preview—/f they’re on the right side of the ledger 
—and if they’re in your ledger. 

Just take a look at these figures, for instance. 

With some eight per cent fewer dealers than in 
1940—a result of Kelvinator’s selective retailer 
plan—1941 Kelvinator refrigerator sales to date 
are already over 70% of the entire 1940 sales. 

But that’s only part of the story. 
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c € 2 KELVINATOR RANGES 
<=>] _ SHARE IN SENSATIONAL 
eoe9 UPWARD SALES TREND! 











— The same “retail-minded” poli- 


\O— 
now scoring sensational results 


with Kelvinator electric ranges. 


cies that proved so successful 
with Kelvinator refrigerators are 


Exclusive features, new low prices, and the industry's 
most spectacular selling tool—the Kelvinator Salesmaster 
—combine to give Kelvinator retailers increasing oppor- 
tunities for volume and profit. 








TLECTRICAL MERCHANDISING—MAY, 1941 























Thanks to the most logical and compelling 
step-up plan ever offered to the industry, 80 per 
cent of Kelvinator sales are averaging more than 
$162 retail. 

And 25 per cent of sales are on the radically 
new, sensationally beautiful Moist-Master 
models. 

Yes, with that realistic, retail-minded distribu- 
tion policy originated by Kelvinator a year and a 
half ago, Kelvinator Dealers are going to town 
—non-stop. 

Kelvinator Division, 


Nash-Kelvinator Corp., 
Detroit, Mich. 
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Frigidaire 
Silver 


25-yea 


C.A 


e-president and one of 


veterans, and E. B. Newi 
Motors Corporation and for 


assistant general manager oft 
examine ne of the sterling 
garette boxes presented the 


terans by their associates 





Nearly 40 years difference in their ages, but both are Delco 
Light—Frigidaire 25-year veterans—G. M. Troop age 41, and 
G. H. Yehle, age 80 





y 


- 
&. 


Standing: A. Brentlinger, Production Control Department; H. C. 
Bahl, supervisor of Cafeterias; J. S. Kemper, Machine Repair 
Department; H. P. Braeutigan, Engineering Drafting Department; 
The 25-year Delco-Light-Frigidaire veterans who were guests at 
the testimonial dinner are, left to right, seated: C. A. Copp, 
vice-president; G. H. Yehle, advertising display department; 
P. M. Bratten, general sales manager, Appliance Division; E. G. 
Biechler, general manager; R. H. Grant, vice-president, General 
Motors Corporation; L. C. Shannon, manager, Foreign Depart- 
ment; and R. V. Polen, assistant manager of Plants. 





C. O. Euchenhofer, Tool Division; R. P. Carr, manager, Order 
Department; W. E. Bailey, Service Organization Department; J. E 
Houser, supervisor, Service Manufacturing; George Nauman 
Business Management Department; W. |. Gottschall, Comptroller 
Division; E. J. Barney, purchasing agent; F. O. Pansing, assistant 
treasurer; G. M. Troup, Standards Division; G. Puls, credit map. 
ager; R. S. Bryan, budget director, Sales Division; S. L. Weust. 
hoff, Office and Field Service Department; Charles Mentel, Orde; 
Department; F. D. Wark, Production Control Department; Harry 
McKnight, Tool Division; and M. L. Fischer, buyer. 


FRIGIDAIRE Honors 


its VETERANS 


25 Men with 25-year Records Given Testimonial 


In the beginning—Delco-Light's first office force was prophetic: Charles H. 
Kettering is standing in the rear (with cap on) with R. H. Grant, G-M 
vice-president alongside him. P. M. Bratten, now general sales manager, 
is at desk in rear facing front. R. C. Shannon, present Frigidaire export 


manager, is in front of Bratten. (Below) 











E. G. Biechler, general manager, and 
R. H. Grant, vice-president of General 


Motors Corporation and sales manager 

of Delco Light Company, Frigidaire's 

parent company, in !916, recall early as- 

sociations 25 years ago, when Mr. Biech- 
ler was employed by Mr. Grant 






















Enjoying a friendly visit at the testi- 
monial dinner are: |. C. Hartzell, man- 
ager, Production Control; L. A. C ark 
manager, Household Advertising "¢ 
Sales Planning; P. M. Bratten, generé 
sales manager, Appliance Division; ! R 
Godfrey, assisant general manager: 2n¢ 
W. E. Kreitzer, purchasing agent, “'¢ 
nance Plant. (Left) 
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1AKE MONEY 


IN COOLING 


INVESTIGATE CHRYSLER AIRTEMP’S SPECIAL SPRING 


a 


= 
7m? 


oller 
tant 


nan 


NESSES CALLED UPON ARE GOING TO 


pust 
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larry 


Record-Breaking Sales are predicted for 
air-conditioning this spring. Aggressive 
cooling dealers with the right line will 
make substantial profits. A survey just 
completed among 164 businesses in 23 
classifications in Dayton, Ohio, shows that 
22.5% are prospects and 10% expect to 
buy at once. Most of the rest want summer 
cooling but think they “can’t afford it”. 
Fact is they can’t afford to be without it! 
It pays a profit—in increased business. 





A Special Deal: To help Airtemp dealers 
get packaged cooling business, we offer an 
exceptional deal for prompt action. It in- 
cludes 43, 4% and % h. p. room coolers at 
a price well below the market, to go with 
competitively priced 3 and 5 h. p. units. 








The 3 h. p. packaged cooling unit for stores, Was PE -NOW $3 Qo0* 
offices and restaurants. Exclusive radial 

compressor hermetically sealed in bath of 

oil saves service expense, operates at low * Suggested “Leader” Prices. 

cost. Five h. p. model, same design, avail- 

able for larger spaces. Chrysler warranted. ooo . —-- 


OFFER. DAYTON SURVEY SHOWS 22.5% OF ALL BUSI- 


BUY COOLING 





READ THE FACTS—MAIL THE COUPON! 


Room Coolers Are Sales Leaders —The 
unheard-of low prices you can quote on 
room coolers will stimulate interest —de- 
velop lots of prospects for the larger Chry- 
sler Airtemp sealed units, thousands of 
which have been sold since 1937. 


Direct Mail Campaign—Our proposition 
includes strong direct mail to develop pros- 
pects, newspaper ads, window displays— 
fullest factory cooperation in reaching your 
market and getting profitable volume. 


The Season Is Here—Right now is the 
time to build summer air-conditioning busi- 
ness. You should sell over 20% of your 
prospects! Write for complete details today! 








Was ‘29a -now *1375°* 
Was $3” -now2577* 





Mail the coupon now! This offer is for immediate action only. 


CHRYSLER 








tas : — i . " _| AIRTEMP DIVISION, DEPT. F, CHRYSLER CORPORATION 
[F , Dayton, Ohio 
Gentlemen: Send me complete details on your 


Special Proposition for cooling dealers. 
I 


& Name 
AIRTEMP DIVISION OF CHRYSLER 
Address 
rd pe was “ ; 
a py ee ee ‘<< RE é . : sy j City State 
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SERVICE 


is a Dealers Business 


ril i n i\ 
issed on thers 
VT l we { > is 
umed in the pioneer stage, but whicl 
whe tabilized, could be better 
arried out by other businesses Ac 
tivitie i nanutacturing swit 
es, transtormers, etc., which many 
companie eded and constructed in 
the early days, have long since beet 
cari vy manufacturers The 
listribution of appliances, already re 
ferred to, which in the early days was 
largely a function of the utilities, is 
nore and passing to the dealers 
and other appliance outlets. 


with respect to trans- 


ferring functions to other businesses 
hat | +} 

that i LiKe place throughout the 
history of the electric utility industry 
becomes readily apparent when it is 


recalled that the first utility, that is, 
the Pearl Street Station, installed by 
Thomas A. Edison in New York, not 
only manufactured its own generators 


but also the lamp bulbs which its cus 


tome used. A more recent examplk 
perhaps is the wiring of homes, which 
at one time was an activity engaged in 
by utilitic 1 a wide scale, but which 
4 iong Y een aln completely 
assumed by the ele tri il contractor 
hese examples show very clearly 
it has be ippening through the 
yea ind that many ~ the earlier 
pioneer tunctior ave long since been 
assumed by r who now comprise 
what we know as the vast present day 
electri ndustry, including utilities, 
in i ] ibuto dealers, 
LU 1 inv o hers 


Appliances Come Next 





On " ularly good opportunity 
for another business—in this case, 
electrical ntracting—to assume some 
yt the lla ul fur that are 
now being performed by many utili 
tie ‘ uld r ex! n the repa 
| ill k | electt il appliance 
whi a 1S¢ yn customers’ prem 
ist Perhaps I should say, which 
ire not e—because they need 
repairing—a ire thus a source 
loss not only he custom wh 


deprived of their use, but also to the 


utility which serves them, to the manu 


facturer who made them, and to the 
contractor who ight repair then 
Such a transfer repair work fron 
the utility to the contractor can be 
accomplished, of course, where the 
contractors or independent service or 


ganizations have established the facili- 


ties for satisfactory repair of cus- 
tomers’ appliances at S atisfactory 
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Dealers and contractors are wide awake to the opportuni- 
ties in appliance repairs . . . Utilities now doing this work 
should consider transferring it to the trade and support- 
ing them in building up independent service agencies 


prices both from the standpoint of the 
customer and the repair agency. This 
job which no doubt will not be 
accomplished overnight, but which 
surely will meet with success, to the 
benefit of all, if 
support 


is a 


given sympathetic 


and encouragement by the 


utility 


Independents Can 
Do a Better Job 


As a 
has been made in the assumption of 


matter of fact, much progress 


appliance repair work by contractors, 
and there is plenty of evidence to indi 


cate that it is entirely feasible for 
others than the utility to do such 
work. It stands to reason, for in- 
stance, that an independent service 


organization established as specialists 
in appliance repair work can do the 
job tor the customer better and cheaper 

and still make a profit—than the 
utility where the complexity of oper- 
ations and the necessarily secondary 
nature of the job make appliance re 
pairing pretty much of a sideline when 
the utility’s 
transmitting 


compared with job of 
and de 


livering low-cost electric service to its 


manufacturing, 


customers. 

Che successful experiences of util 
ity companies where independent re- 
pair agencies have assumed the appli- 
ince 


repair job could be recited here 


it length There are numerous such 
instances among the client companies 
of Ebasco Services Incorporated 


Chere are also many other instances 
throughout the electric utility indus- 
try. I have a few quotations from 
several representatives of various com 
panies which I will serve to 
show what is taking place today and 
the unquestionable success of the pro- 
yrams: 


believe 


—A company in the South points out 
that: 

“During our sales program in 1938 
cards were given to each customer 
relative to dealers and independent 
appliance men in each area who 
were equipped to repair appliances 
for the customer. These cards are 
still in use and have proven to be 
very beneficial." 

—Another company in the West states: 
“In recent years we have been in- 
creasingly more active in directing 











..... Says Robert H. Fite 


General Sales Manager, Ebasco Services, Inc. 


appliance repair business to the 
dealers rather than to our own Re- 
pair Department. In 1940, we pro- 
pose to become more aggressive 
than ever in building up repair 
dealers and causing them to be- 
come more aggressive on their own 
behalf." 

—Another company sums up the situa- 

tion like this: 

“One of the most important phases 
of our business is putting appliances 
back into use that have been shelved 
for one reason or another. Getting 
appliances repaired is a major con- 
sideration. In the past we have 
sought to facilitate appliance re- 
pairs by sending them to our Serv- 
ice Department. 
Although we cannot give up our 
efforts to keep customers’ appliances 
in usable condition, we can better 
our dealer relations by throwing 
such repairs to them and to repair 
shops located in our territory. 
Our customers will benefit. Often 
they have been forced to wait upon 
delivery by our own Service Depart- 
ment because we cannot maintain 
the necessary personnel to do rush 
work. This condition can be pre- 
vented if customers are shown where 
to get repairs made elsewhere.” 

—A utility in the East concludes after a 

thorough analysis that: 

“In order for our customers to be 
sure of prompt servicing at reason- 
able cost, it is necessary that an 
adequate central independent re- 
pair agency be established.” 


It is apparent from these examples, 
which are only a very few of the many 
which could be cited, that the experi- 
ence of many utility companies 
throughout the country prove that it is 
very desirable for repair agencies to 
assume the function of repairing ap- 
pliances. No doubt, as more and more 
utilities transfer repair work to these 
agencies, we will be able to look back 
from a time in the not too distant fu- 
ture upon the activity of repairing 
appliances as one which falls in the 
same category ‘as that of wiring 
houses, namely, an activity which in 
earlier days was a necessary function 
of a utility company, but which, due 
to the evolution which has been tak- 
ing place, has passed on to others who 
can do the job more satisfactorily for 
all concerned. 

It can be said that dealers and con- 
tractors are wide awake to the oppor- 
tunities facing them in this business 
of repairing appliances. Many of them 
are fully aware of the profits available 
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from a properly conducted Repair De. 


partment. They appreciate too 


desirable source of prospects for ap- 


pliance sales which arise during 
contacts made by repair men who 
performing an adequate repair ser\ 
for customers. 

Various 


rt) 


articles from the tra 


press show this to be true and ind; 
cate how well they appreciate  thz’ 


there is a profitable market for repa 
service and that such an activi! 
affords them one of the best means 


locating bonafide prospects for the ap- 


pliances which they sell. 


Transfer Work Gradually 


It can be concluded, therefore, th 
the dealers are wide awake to t 
opportunities which exist. Althoug 
it is obviously out of the questio: 
where the utility has done practical 
all of the repair work for many year: 
to make the transfer overnight, 
appears possible, because of the int 
est of the dealers in the subject, t! 
with sympathetic support on the pa’ 
of the utility, the transfer could 
made gradually to the benefit of ever 
one. In other words, there will u 
doubtedly be a transition period 
many specific instances, but the ¢ 
periences recited, of utility compan 
and dealers alike, certainly would se 
to prove that the job can be acc 
plished over a period of time. 

So it might be well 
where utilities still do most of the: 
pair work, that now is none too s0 
to consider the desirability of 
contractors and dealers assuming t 
job and of lending support to the 
in doing it. To be sure, it is doul 
important to start now since the ! 
pair of appliances may become eV 
more important in the near tutu’ 
than it is today. This possibilt 
arises from the fact that the Natio! 
Defense program and the necessat 
priorities and possible curtailment 
appliance production, will make 
even more important than ever t helt 
the customer to keep the “old app! 
ance” going because he may 
able to buy a new one to replace it. 


conclude 





Excerpts from an address delivered at ‘née 
Commercial Sales Section meeting of ‘he 
Edison Electric Institute, Chicago, Apri! 2: 
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ELECTR 





The ‘name’ product 
that steps up 
traffic 


—Steps Up Profit, Too 


| OFFICIAL HOOVER SPECIAL 


Retailing at 































I 


What you want is—a stream of customers moving 


D 
tiv through your aisles. Get them inside the door—you 
= can stop them with your displays of electric washing $ 

RAN TS 


machines, irons, toasters, refrigerators and other appli- 




























ances. You can make sales—plenty of them. 
ly ’ 
“ Here is the product that brings them in. Here is 
ot the proposition that rings the profit bell ...and no 
hou ‘ 
strings attached. 
tice We offer you the Official Hoover Special: 
y¢ 
ht ‘ . 
Best-known, most-wanted make of cleaner in the field. 
; (The Hoover Cleaner has been nationally advertised for 33 years. 
_- Preferred by 46% of women, by scientific survey.) Model 105 
11d 
eve Completely reconstructed at Hoover factory. Hoover skilled 
ill workmanship, Hoover quality parts. Cleaners not merely “pol- 
an . ss . . 
od ished up,” but entirely torn down and entirely reconstructed. 
l¢ 
‘. Guaranteed by the Hoover Company 
a —serviced by Authorized Hoover Serv- 
ice Stations—no responsibility on a This is th ; 
° ‘ 11s 18 the sweetest, cleanest 
your part. Assured satisfaction on the Silt i im eae i 
es aea in we electric app lance 
the vz > . s > a } . i 
part of the customer field. Get the story fast—write 
‘ , , the Hoover Company, North 
o Bargain price—the greatest value in Canin Ohite 
ng ° . ee * one ° 4 , 
its field. “Gyp” competition simply 
folds up against this dependable, “sells- 
+} itself” Hoover. oo we ee 
Li 
u MAIL THIS COUPON—RIGHT NOW 
] ~ 
atior E14 & t 
none } —~C, T\" \ THIS CERTIFICATE OF QUALITY 1 Tue Hoover Company, Dept. EM-541, North Canton, Ohio. 
nent / Q sree st \\ | Gentlemen: Please give me complete details and merchandising plan on 
lake ( YO! Se es oh \ \ on every cleaner i the Official Hoover Special at $17.95. 
: \\ gait “0 \\ ... and a jumbo certificate for you to put in the i 
\ < " 1 \\ ° . : 1 
. \\ oe on \\ window. It’s proof to the customer that the Offi- i Signed 
\ om —atl= cial Hoover Special is a thorough-going, up-to- i 
ae \) // date Hoover job, by the same people that make # Company Name 
7 / the latest model Hoovers. It’s your protection 8 waa 
: too—a “Triple-Check” of quality that lets you § a ee 
f che do an all-out piece of selling. i “ 
il 2 I © a City State 
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Turntable 
Worth Five Windows 


THEN Vinson ’ “lex riety ect 1Ci g Wi avall 

f as ib] il “nh . excellent a 
ale PaO ; sal al the turntable proved that 

4 sgl the stor Ladd 


Tr 
iadeq a smaii one in 


. ] 11 
display smalle: 


turntable is 


ae rhe re is located near the center 


novelty district, in an 
nd causes exc t ition t ‘cure a max! 
sequence ot ind has long 
} eves yutation for service which has 


devel 


tomers 
I repairing 
ld equipment and securing the unus 


uch service is neces 
needs brought to 
The customer who 
for any pur 

be only because his 
loesn’t work is expressing 

his confidence in the help he expects to 


Mr. Pidge, and 


i good customer. If you 


rding to 


‘Ive, acc 


friends] 
in his friends 


' } 
Im, Nis 


send 








This turntable 
Ariz 


installed in the window of the Vinson-Carter Electric Co., Phoenix, 
is worth five ordinary windows, says Samuel W. Pidge, store manager, left. 


business of the store for the 
part originates in the shop, 
though two salesmen are kept in the 
field following up leads. 
of town 
miles 


rhe 


most 


They sell out 
much as 75 
Where business is done with 
customer living in 
smaller communities, of course, prom- 


ises of service are severely restricted. 


from 25 to as 


remote farms or 


PG & E's Earl Fisher made this 


The customer must be taught to seg 
his own emergencies and to bring his 
equipment into the store where more 
thorough overhauling is needed. 

During a year which was not 1 uch 
above the average for most stores jp 
this region, the Vinson-Carter Elec. 
tric Company sold more than 6) 
major appliances, 


/y “4 
Le 


ile 


“ranch buffet" table at the Nathan-Dohrmann 


annual housewares show recently 


A Table Turned 


“| ADIES BEWARE”, ran the ad- 
24Vvertisement announciig the 
event, 

tables.” 


‘These men are turning the 
Thus did Nathan-Dohrmann, 
housewares store of San 
announce its annual 
Men’s Table Settings. 
participating in the 
such 


Francisco, 
second show of 
Gentlemen 
event included 
as William Saroyen, 
uuthor and playwright, William Wil- 
son Wurster, architect, Perre Mon 
teux, conductor of the San Francisco 

Dick Powell, 
a publisher, an 
interior decorator, a physician, a radio 


celebrities 


Sy mph my ( Irchestra, 


motion picture star, 
artist, a a cartoonist 
—and Earl Fisher, vice president of 


newspaper man, 


the Pacific Gas and Electric Company. 

Mr. Fisher’s table represented a 
“ranch buffet” and was acknowledged 
to be Com- 
his interests as a rancher with 
those of a power company executive, 
Mr. Fisher his table from 
an empty electric cable spool on which 


“power” fully attractive. 
bining 


fashioned 


were mounted cross arms from power 
1 


poles. On a tablecloth made from two 


] hides 


arge lashed together was laid 
the rich brown tableware comprised of 
parts of high voltage porcelain insu- 
lators, manufactured in the Westing- 
house Electric and Manufacturing 
Company’s porcelain’ division at 
The — salad 
bowl was a shell from a 66,000-v. pin- 
type insulator. 


Emeryville, California 
Coffee mugs were the 

11,000-v. insulators, 
while the decorative bowls filled with 
desert plants 
66.000-1 


center shells of 


from 
the center of 


were pieces 
insulators. In 
the table was a pink and blue cowboy 
designed from neon tubing. Electric 
buffet equipment at either end of the 
table carried the electrical idea into 
the realm of the foodstuffs to be 
served. Cowboy place cards and ban- 


dana handkerchiefs for napkins ap- 


propriately completed the decorative 
pro} 


MAY, 


The event was carried out under the 
direction of Mrs. Irene Kerr, stylist 
for Nathan-Dohrmann. The tables 
were on display for a week, with the 
one evening to permit 
visitors to come out of office 
table setters were made 
charter members of the “Men’s Table 
Setting Club.” 


store open on 
men 


hours. The 


Branch Store Without 
a Manager 


par FORS to El Paso are familiar 


with the W. G. 
Company 


Walz Electric 
located on _ the 
street which leads from the station to 
the main part of town. The location, 
although prominent in a way, is less 
convenient for regular inhabitants of 
the city, however, who do most of 
their retail shopping a little farther 
east. The store therefore has estab 
lished a branch in the main shopping 
district, where a stock of refrigerators 
and maintained on display 
and where there is always a salesman 
in attendance. From the standpoint 
of the customer, the store is complete 
and attractive—he does not miss the 
absence of an office staff. In reality, 
however, it is nothing more than a dis 
play room and a_ headquarters for 
salesmen. This branch has no mai 
ager and keeps no separate books. 
Salesmen take turns in charge of its 


which is 


radios is 


salesroom for a day each in rotation— 
and are glad of the chance, for they 
are allowed commissions on all 
which they develop from 
source during the time they a 
charge. They are not allowed t 
installment payments here 
customers are always referred 

head office when they wish to 
such payments. As a result, the 
expense involved in maintaining 
office has been that of rent, a c 
which resulting 
than justified. 


ness 


cept 


business has 
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‘ou are a successful dealer. Therefore you will be inter- 
sted in what one of America’s most successful distrib- 


tors has done with a superior product. Read this letter: 


Wise dealers are 
preparing for 

1941’s_ record- 
breaking demand 
... the big swing 
is to 


AN Telit 


and its exclusive 


FAN-FORCED 


FLOOR LEVEL 
HEAT 


RETAIL PRICES 
START AT 


y 5 EVANS PRODUCTS CO. (Evanair Division) 
$ 15310 Fullerton, Detroit, Mich. 
bed Tell me how my Space Heater problems of turnover, of inventory, of discounts and 
season's earnings are answered better by Evanoil and Evanoil merchandising methods. 


SEND THE COUPON Our business is: [] decler [] distributor 
—Then STEP UP! for Facts About 
THE BIG PROFIT LINE 
for 1941's 
BIG PROFIT MARKET 














































Circus Rings the Cash Phat the idea is a good one is ind 
cated by the crowds which atte 


Register these events. Last fall the estimate 
: ; attendance was 900, with 300 present 
TH! RE is something which is “OCen os 





are ing cards entitling them to gifts. 
esp — appealing rine a on cidentally, these cards. which i 
— poaewag t teey Pangaea signed, make an excellent Asis Ist 
_ ; : on ‘ for later use. All of them are familiar 
re on the part ot the public to see with the store and in a friendly frame 





vh \ s gome o1 Ss ( ' aTS ° . . 
late et 1 §0 iw On, yO, I ur veal of mind when later approached, 
wo, when Frank and Guido Mene Nor are the results of the promot 
; Nor ; resi Ss ¢ I ] { ) 
ucci, proprietors of the Arc Electric 





in future sales only. The Arc Elect 
Circus Day of 1940 netted $5,000 


sales—not a bad record for a single 


Company of San Francisco, were cast- 


ibout for some sort of fall promo 


ion, they were gla o adopt the ide: 
1 , 8 . to ye the idea twenty-four hours at anv period ‘f 

sugvestec vy the dealer s Ss pron ; R ae 
' . Hes promo the vear. Frank Menecucci account 


parti it of tl scihic as ( - . > aa. 6 . . 
1 department of the Pacific Gas and ¢,, $1,000 of this record with his o 


Electric Company ul te 1 
; "o and to try out a personal sales made during the day 
Circus Day le event Was so suc- vs ] rs | 
POP Achalle e - ves The total efforts of the staff included 
sstul that it Nas become an annual 


sale of seven radios, three vacuun 
stitution “p 
cleaners, one water heater, one dish 


| he affair consists of an open house washer-disposal sink, with an elect 
eld on a selected Saturday during the range included in the same sale, a I 
ee Invitations in the form of pyumber of small appliances and som i 
CReES BFE SE OM and given out in $500 in electrical lighting fixtures. . 
vance of the event and in addition a Demonstrations are eagerly watched | 
ral invitation is extended by signs and the impressions stored away for 
posters to all in the neighborhood — jater use. The Menecucci’s credit the 
» care to attend thirty coffee maker sales which they 
Che store is decorated for the event = made last Christmas (at $16 apiece) 


th ball ' biesent . . , 1 } > . 
; ; 1 balloons and bright colors and to the interest shown at the previous 
E113C—A de luxe model in white por- fe detain “ins eal te 1 ci ew § - k 

e sot ( 1 s are set “ roy . “11S res *( vr r NK 
celain with every feature for modern elec- : — oo Circus Day in a coftee maker-demon 





































tric cooking at its best! ishion \ gift is ready for all who © stration 
present the invitation card previously Best of all is the opportunity which 
ut Wild animals and enter the occasion gives for the establish- 
unment are represented by the stock ment of genuinely friendly relations 
the store itself which is shown in with the entire neighborhood. Guido 
EA 11A—Seth Thomas de iction from ten in the morning until Menecucci expresses himself as defin- 
luxe self-calculating Timer wen at wlete C ila alk ale os t] , dl it 
4 ! at nig ooperatio s . please he > : 
for automatic control of oven : P , perat or da itely pases wen the idea and its 
or cooker or appliance out- | tributors and of the power company results. Says he, “It creates business: 
: ae . ; ; ° ; 
let. With electric lamp, con- lealer promotion staff makes possible it promotes good will and it gives us 
diment set, pilot light, and the carrying out of the details neces an opportunity to do something for 
time reminder ea oe . - ace be 
| “AT 1 carrying out this program. our many friends and customers. 






Demonstrations are in 


{- to - 1 means that you can sell any of these progress all during Cir- 





















sales-making accessories on any Florence cus Day at the Arc 
Electric Range. And that means quicker, Electric in San Fran- 
better sales for you because you can give pea: The store netted 
: , $5,000 in sales during 
EA 21A—Automatic Time every prospect exactly what she wants—on 


the single day. 


Control for oven. Signal in any model 
dicates "On" and “Off.” Ele« . ie 
tric top lamp, condiments. Florence gives you one of the best chances 


you've ever had to make a space-saving, 
compact inventory pay you a real profit. 
Florence Electric Ranges are Ildaded with 
features to make your selling easier: TK 
5-heat surface units, Tuf-Flex glass sight 
A general view of the 
Circus Day held at Arc 


\ Ww Electric in San Fran- 
EA 31A—This trim accessory and broilers. Whatever your customer asks cisco. Note the bal- 


includes manual 1-hour time for, you can supply it in a Florence . . . and loons and general car- 
reminder, electric top lamp, 
and condiments 


windows, thrifty deep well cookers with 





glass or aluminum covers, extra-large ovens 


—_—_—_—— 












there’s a good sound margin for you in nival atmosphere which 
, prevailed throughout 


every sale. 
) the day. 


DVERTISING 


Now you can use the liberal 
Florence 50/50 Co-operative Ad- 
vertising Plan for Florence Elec 
tric Ranges. 














EA 41A—Inexpensive acces- 
sory consisting of electric top 
lamp only 









FLORENCE STOVE COMPANY General Offices and Plant: Gardner, Mass.; W est- 
ern Offices and Plant: Kankakee, Ill.; Sales Offices: 1458 Merchandise Mart, Chicago; 
iS E. 17th St., New York; 53 Alabama St., S. W., Atlanta; 301 N. Market St., Dallas; 
and 2730—16th St., San Francisco. 


FLORENCE ZcZecc RANGED 


MASTER MODELS WITH INTERCHANGEABLE FEATURES 
THAT PUSH SALES UP AND HOLD INVENTORY DOWN 
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You’re sitting right in the driver’s seat when 
you’re selling Florence Oil Heaters in 41! For 
Florence gives you sensational new features that 
put you way out in front! Take a look at them! Every one 
is made to order for faster, surer selling . . . because you can: 


1. Sell ’em a gentle, tropical breeze — not a hurricane! 

2. Sell ’em complete circulation of warmed air every 3 
minutes! 

3. Sell ’em fingertip control of humidification 
standing new Florence development! 

4. Sell ’em new conveniently-placed radio-type controls to 

tune in the heat waves! 

Sell ’em value they simply can’t miss, with prices that 

are hot! 

It’s a FLORENCE year! Get started early and be ready 

for it. Send for new, free catalog now! 


an out- 


wn 


FLORENCE STOVE COMPANY, Genera! Offices and Plant: 
Gardner, Mass.; Western Offices and Plant: Kankakee, Ill.; Sales 
Offices: 1458-59 Merchandise Mart, Chicago; 45 E. 17th Street, New 
York; 53 Alabama Street, S. W., Atlanta; 301 N. Market Street, Dallas; 
16th Street, San Francisco. 


and 2730 
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Driven-Aire sprays heat gently in all di- 
rections—no drafts, no blasts! The powerful 
rotor gives complete circulation every 3 
minutes. Simple fingertip control gives in- 
stant adjustment of speed from high to low! 





Compact, convenient controls —all in one 
spot, just like a radio!—for Driven-Aire 


rotor, burners, and humidifier . . . and all 

out in front, right at the finger tips! They're 

the correct height for greatest convenience 
no stooping or bending! 


Twin Burner Console- 
type DRIVEN-AIRE. 
Stipp-l-brown porcelain 
finish. Extra powerful 
Completely enclosed—all 
controls and oil and water 
tanks are built in. Avail- 
able with either exclusive 
Florence pot-type or 
sleeve-type burners. 


that puts you right in * 


FLORENCE 


OIL HEATERS 


x 
A NEW FLORENCE vat 
--the leader in a \ine © 


MODELS WITH 
SLEEVE-TYPE BURNERS 





EXCLUSIVE! Here’s a marvelous im- 
proved pot-type burner with plenty of 
power for abundant heat and plenty of 
new power for your selling! For it offers 
your customers an outstanding new fea- 
ture ...a specially designed, porcelained, 
perforated pilot ring that insures better 
combustion at low fire with a cleaner, 
extra-low flame! And it's available only 
in Florence Oil Heaters! 


for far more flexible heat 


Twin burners! — 
control than is obtainable in a single burner 
heater! Burners operate independently, 
at high or low flame, or one burner can be 
operated alone. Important for mild weather! 
Extra economy, too! 







Humidification as your customer wants 
it! A quick twist of the convenient control 
knob instantly regulates the moisture con- 
tent of Driven-Aire’s warm air supply! 
Has double the usual water tank capacity! 







* 


ye Bt 






MODELS WITH 
POT-TYPE BURNERS 
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PORTABLE Models for 
plug-in use in attic or 
any convenient window. 














BUILT-IN Models for 
permanent installations 
im attics. 
















AND 
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LG MIGHT COOLING 


FOR HOUSES AND APARTMENTS 


TILAT 


VEN 


Here’s your newest money-maker .. . 
a cooling system that every home can 


afford... powerful smooth-running 


ILG Fans that drive out hot sticky 
daytime air . . . draw in cool refresh- 
ing nighttime air . . . dropping inside 
temperatures up to 20 degrees! 
Plugged-in in attic or any convenient 
window, overnight trial demonstra- 
tions sell even the most doubtful pros- 
pects! An amazing opportunity for the 
coming Summer... if you act now! 
Write for the whole story. 


ILG ELECTRIC VENTILATING CO. 
2874 N. CRAWFORD AVENUE, CHICAGO, ILL. 
Offices in 43 Principal Cities 


* 


ION 


AIR CONDITIONING 


*AIR CHANGE...NOT JUST AIR MOVEMENT! 














W ife-Saving 


WHE PRESERVER 


TERRA 























Station 


Pictured here is an attractive window display which gained washer customers 


for the Wisconsin Power and Light Co., Fond du Lac, Wis. 


Using its ingenuity, 


the firm built a regular life-guard stand such as you see at the beach every 


Summer. 


Then in place of the life-guard an electric washer was placed on the 


stand. The stand was appropriately labeled, wife-saving station and the washer 
was called a wife-quard. This clever piece of promotion helped to build up the 
idea that an electric washer saves the lives of many housewives. 


Radio Ads Bring Results 


ADIO 


advertising has proved a 


satisfactory medium for 
reaching the public interested in re- 
rs and radio, according to the 
experience of W. G. Walz & Com- 
pany of El Paso, This firm 


uses both newspaper and radio ads, 


rigerat 
| eXas. 


specializing in a 6 p.m. news broad- 
their own ads are 
little difficult to test 
the results of newspaper advertising, 
says Mr. Fulcher, sales manager, but 


of referring to the 


cast in which 


spotted It is a 


pe ple have a Way 


radio announcement which brought 
them into the store. “I heard your 
announcement last night”, they will 


say, or “I am interested in that refrig- 
erator you talked about the other 
day”. These announcements also 


reach across the border and bring the 
firm a steady amount of Mexican busi- 
This is kept strictly on a cash 
and is particularly attractive 
because it ends cleanly with the sale. 
Mexicans 


ness. 
DAaASIS 
must pay high import 
duties, based upon weight, which may 
bring the refrigerator to 
about $600 when delivered across the 
line, but the inhabitants 
Juarez are glad to have the equip- 
ment at that price. The Walz 
Company does not send its men across 


cost of a 


better class 


even 


because of 

which require 
the employment of nine Mexicans for 
every 


the border for deliveries 


Mexican regulations 
American and for the same rea- 
son they do no servicing on the other 
side. Mexicans understand this situa- 
tion, however, and are content to meet 
it. Once they have become friends, 
tl The 


tney are very 
firm maintains one Spanish speaking 


loyal customers. 
business 
Other salesmen, 
running from six during quiet seasons 


handles all 
from across the line. 


salesman who 


to twelve during rush periods, keep in 
touch with all business in 
the vicinity of El Paso. They do much 


American 


MAY, 


vf their selling from catalogues, visit- 
ing customers in country districts and 
maintaining store hours in El Paso 
irom time to time. 

The El Paso radio sales period 
seasonal because during the summer 
months static interferes with recepti Dy 
For this very 
reason, however, local news items and 


except of local stations. 


ads are given greater prominence 


when other programs are out. 


Using Your Neighbor's 
Windows 


ANUARY White Sales sell a lot 
of sheets for department stores— 
sheets which will joint the weekly 
bundles of wash which have to be 
laundered in the homes of the pur- 
chasers. Here is a good opportunity 








Schoss-Reade Electric of Ogden, Utah 
installed this washer in the window o 


department 
January white sales. 


Penny's store during the 


sell wa: 
Schioss-Rea 
ig len, Ut 
the sheet a 
by securin 
lectric wa 
low of Pe 
Ogden dur 
sold linen: 
The wash 
idded inte 
lepartment 
essage Vv 
card = titlec 
suggested 
vasher to 
they were 


1 
vere pleas 


nm 


as BE 
J York 
iver cli 


ve a fre 
ivers, ré 






them 1 


| 
| 


oo 







Gimbel | 
a three-f 
giving fr 
shavers, ii 
and the | 
wed shay 
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sell washers. Fred Schoss of the 


schoss-Reade Electric Company of TS 








eden, Utah bridged the gap between ~ > 

he sheet and the washer this January ew eS 

by securing permission to install an 

lectric washing machine in the win- nl 
iow of Penny's Department store of = 

\gden during the period when house- ~~ 

ld linens were especially featured. ——— 


1 


he washer, with a dummy figure, 
dded interest to the window for the — 


lepartment store and conveyed a sales % JAN.| FEB. R.| APR.| MAY | JUNE} JUL 


essage which was explained by a 

















.| SEPT.| OCT. | NOV. | DEC. 

















ard titled “Wash Tested”; it also 220 

suggested the need for a modern 

asher to take care of the sheets after ——E . = — 
ey were in use at home. Both stores 200 

vere pleased with results 











180 


Gimbel's Tries ; | |. so A 


Shaver Clinic 160 . 
IMBEL BROTHERS. New . 
e York, recently established a 140 J & i 


clinic where customers may 












































a free demonstration of electric 


ivers, receive instructions in how to 120 


. a , : a7 
them most efficiently or have their . } 








vers inspected, cleaned, lubricated 


dernized by the installation of a 100 4 


und shearing head. 





























E’VE HIT 
THE CEILING! - - 


NOTE TO G-E DEALERS: Maybe You've 
Hit the Ceiling Too, Because of De- 
layed Deliveries. Please Be Patient! 











“Thanks” to General Electric Dealers for the part \ a 
they have played in promoting 1941 sales of the G-E == 
y y 8 
Electric Sink, Dishwashers, Disposalls and Kitchen 
Shaving Clinic Cabinets! Business is skyrocketing out of all proportion f 
Simbel Brothers’ shaving clinic solves to our estimated increase for ’41. G-E factories are 
2 three-fold sales-service problem by ‘ . r f 
giving free demonstrations of electric working day and night, production is being stepped up . 
apron, inctepotions tn Cele oisient uns, constantly to meet the fast-growing demand for these 
and the adjustment or modernization of df : 4 ‘ 
wed shavers. popular General Electric Kitchen Appliances. 
While we are “breaking through the ceiling’ to 
This clinic performs the three-fold | higher sales levels, please be patient if you are ex- Re ie 
f demonstration, sales and serv- periencing any delay in deliveries. We are doing our 
and is located in the main floor e 
Te etiaiate utmost to see that you get your full share of the big - 
1s department at one of the best : =~ 
fic spots, just inside a Broadway profit increases now being enjoyed by all progressive a om 
ee. She Hore rep excellent G-E Dealers handling the G-E Electric Sink, Dishwasher, %y J 
ponse on the service offer of com- - M * = 
te overhaul and new shearing in- Disposall and Cabinet lines. 
llation for $3.00, as well as the sale 
new shavers. 
he installation of the clinic was | 
N promotional support through the 
i newspaper advertisements which s a YF’ 7 
k a light note. The attendant at | 4] 
lic was trained by Schick Dry 
ECTRICAL MERCHANDISING—MAY, 1941 PAGE 45 
ING 








Most New Oil 
Heater Lines Have 


this Added Sales 
Gealture 
to Offer... 








CONTROL 


SERIES 240-U 


The new 1941 Oil Controls put new mean- 
ing into the A-P reputation for DEPEND- 
ABILITY and “long years of trouble-free 
service”. They embody new features never 
before achieved —features such as TEMPER- 
ATURE COMPENSATED OIL METER- 
ING, and FUEL COMPENSATOR, that 
mean a great deal to YOU in customer 
satisfaction and increased heater sales. 


An A-P DEPENDABLE Control is always 
a powerful sales feature on any Heater— 
and THIS year more than ever before. 
Use this extra selling force — insist that 
Your Heaters have A-P Controls in order 
that you, too, may offer their advantages 
to your customers. 


® Write for latest bulletins on the new A-P Manual 
Control—Series 240-U ... And on the new A-P 
AUTOMATIC CONTROL ACCESSORIES. 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH THIRTY — SECOND STREET 
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relerence 


Steve Rhoads, Pocatello division manager for Idaho Power, with his creation mm with 
Sel A. Watt, a new kind of Charlie McCarthy, equipped with a loud speaker, yan vellit 


who takes part in all the sales campaigns of the division. 


Pocatello Has the Habit 


Idaho Power Division Hangs Up One 
Record After Another 


HIS last fall the Idaho Power 
1) 
Company rana lan p selling can 
it} ontes< its 1 


mas districts and a prize for the win 


ners | hi Was nie ol i series al 
unpaig which the sales division of 
the COMmpany tages throughout the 
veal and for each the quotas are 
irefullv set to vive a tall basis ot 
ompetition between divisions Phi 


ther sections of the company’s terri 
tory had little hope of winning, how- 
ever, for Pocatello for a number of 
years has been so far ahead that the 
others could hardly see it for dust. 
Well, the records came in about the 


first of the vear ul sure enough, 


il 
Pocatello was ahead again, with 162 
per cent of quota and every town in 
the division above the 100 mark. This 
was the fifteenth consecutive annual 
lighting campaign which the division 
has won 


Nor is this record confined to lamps. 


Pake small ippliances, lor mstance. 
For some years the Idaho Power Com- 


pany has been concerned with the low- 
use customer, with the result that the 
selling of small appliances through the 
company and dealers has been a ma- 
jor business. Pocatello is out in front 
in this activity, too The division 
ranks highest among all of the Idaho 
Power Company’s districts in the aver- 
age annual kw.-hr. consumption per 
domestic customer. As the average 
for the company as a whole during 
1940 was 1950 kw.-hr., this is no 


mall achievement. 


Introducing Sel A. Watt 


Steve Rhoads, the division § sales 
manager, is responsible for the results. 
rhe sales department of the company 
plans the general outlines of cam- 
paigns, but individual districts add de- 
tails which put them over among their 
own sales personnel, With excellent 
dramatic effect, Mr. Rhoads has cre- 
ated a new character, one Sel A. 
Watt, a little figure made up of a 
switch box, pieces of conduit and with 
a meter for a head. This little mas- 


MAY, 1941—ELECTRICAL MERCHAND!>IN 


ut so th 
ighest ai 
] 


le Dest. 

skit, in 

equipped with a loud speaketh put ove 

ind takes part humorously in « ng and ef 
Ipaign, entering into the pre lready he 


nary discussion of plans and lis annuz 


enting on results with a tras ecutive tf 
that is amusing ina dummy but mighfiyahit 

t be taken so amiably from a 
visible to the listeners, The eth 

is telling as is the dry humor Henr 


Charlie MeCarthy, whose personalit 


is thought of as quite distinct 

that of his originator, Eddie Berg ENN 
Last summer, for instance, the Ida celel 

Power Company called upon Compang™d its m 


salesmen and dealers to sell 300 horgPttment 
plates and roasters between the dategPpuances 


f June 15 and August 15, with th@Py special 


special purpose of “contacting all lowgt bank of 
use customers and selling them th@pngle elec 
fact that electricity is cheap in Idaho"Fiept i th 
Sel A. Watt, took charge of this ca tation w 


paign in Pocatello, entering into disg20m was 
cussion with Mr. Rhoads and otherg#"ce on « 


of the staff in the “pep” meetings angses were 


issuing a series of bulletins whiciated tha 
kept the goal before the staff. he@present. 
town of Pocatello’s quota Was [s@ucted thi 
hotplates and roasters, with anothegTy repre 
111 for the rest of the division, bring@ present 
ing its total objective up to 300. 5 was, 


\. Watt, quoting President Strikq) The ne 
innounced the object of the campaig@oved | tre 


as “selective load building, to the « ort time 
that the low-use customers will be ‘ation, 1 
veloped toa point that their use n HOOT spac 
nearly equals the cost of rendering#splay of 
service.” This was followed by ng to the 


bulletin on the “latest war news” 
Sel A. Watt, Pocatello correspondet 
reporting success from the allies («de 














ers) and lots of bombs in the for 
sales directed against the low-us¢ 
tomer American Falls was alre 
166 per cent ahead of schedule. E 


l 


of this campaign showed 529 roaste! 
and hotplates sold in the division, 
176 per cent above quota, 


531 Units in 50 Days 


Another campaign last fall whic 
set a quota for Pocatello of 300 sma 
appliances resulted in 531 units bei! 
sold in 50 days. This was sponsore 
by the home service girls of the Poca 
tello Division, who took as their :ott 
“The Pocatello Division’s holy 
Selling Small Appliances”. A =pec 
“gift campaign” was added during t 





1. | 


rty days before Christmas to sell 
300 small appliances, with 


small extra 
commissions and a prize drawing at 
the end, 

rhe close of a campaign is marked 
by a meeting of employees who wit- 
ness the awarding of prizes and lis- 
ten to other items of business, which 
nclude usually, the announcement of 
letails for a coming activity. Sel A. 
Watt helps to make events en- 
tertaining. At the close of the roaster- 
wtplate campaign, for instance, Mr. 


Rhoads followed the 


these 


iwarding ol 
wizes with a report on the 
Lights Up” 
he “Brick 


ol appliance 5 


coming 
activity on I.E.S. lamps, 
House” campaign on ma 
and the \nti-Bulb 
sn itcher” can pa 
No sooner had Sel A. Watt heard a 
to Mazda lamps inc 


n with tl 


on. 
rence mnec- 
iis last event, than he be 

om his trunk to be let 
ut so that he Cc ruldl sell lamps, his 
ion and the thing he does 
ie best This was the beginning of 
Mr. 
) put over a pep talk in a most 
w and effective way The 


kit, in which Rhoads was able 
amus 
result has 
lready been dd Pocatello won 


tate atl , 
HiteCenti) Con 


Hennessy's Celebrates 
the Spring 
ENNESSY’S oi 
celebrated the opening of spring 


its newly remodeled electric ce 


artment with a Spring Parade of 
heralded 


ind 


featuring each a 


ppliances. he event was 


Vy special 
bank of 
ngle ¢ le ctr ical appliance 5, whi h were 
week. A 
issued to ladies, each of 
ittend 


thousand 


newspaper advertising 


windows, 
entire 


pt in the special in 


Ion was 
Onl Was promised a rose tor 
One 
ses Were given away and it is 

d that 1,700 w 
resent. Dem mstrations 


ce On opening day 


est! 


over men were 


were con- 


ted throughout the week and fac 


fy representatives were invited to 


present to tell their storv to the 


The new ent, which was 


floor a 


rt time ago to its present basement 


depat t 


1 from the mezzanine 


ition, now has greatly increased 


1 space which permits an adequate 


splay ot appliances, grouped accord 


g to their interest. The walls have 


er 


% AS eet 





———. 
IRON | 


IE R AND 


/ 


been backed by a high screen of blue 
and white striped wall paper, which 
provides an attractive background tor 
the white porcelain and, incidentally, 
serves to hide the scars and pipes 
remaining from fixtures (a 
food and butcher shop once occupied 


former 


the space). This is topped by a valence 
in solid letters an 
nouncing the products sold. The 
an air con- 


blue with white 
store 
now contemplates adding 
ditioning installation which will keep 
the department at optimum 


both during the 


tempera 


tures, summer warn 


weather and in the winter when fui 


nace pipes tend to provide too much 
heat. 

During the period of the opening 
when the departme } Wa crowded 
with visitors a number of sales were 
recorded, but the main effect of the 
event is just now beginning to show 
in increased floor trafh nd receipts 

Chimes for Doctors 

4 VERYONE is familiar with the 
k electric chimes as an infinite im 
provement over the old door bell o1 
buzzer. Dr. W. W. Fuller, of Dallas, 
lexas, a young physician and surgeon 


who has opened a small clinic just out 


side the city limits, is enthusiastic 
over the 


chime as a successor to the 
buzzer as a signal for use with a multi 


ple unit telephone m in his estab 


| syste 
lishment 

This use of the chime was hit 
by Dr. Fuller following a 
of all of the 


while he 


upon 
- 4 
caretul 


study clinics in the city 


was preparing for his own 
In many of them, he observed, the 


buzzer, with its rasping 
undesirable. The 


notes of the 


ordinary 
highly 
and melodious 
decided, not only 
this but 


attractiveness. 


sound, was 
subdued 
chime, he would 
remove all of provide an 
additional 


The 


dealers 


electrical 
market 


only among mem- 


believ cs 
find an 


ck ctor 
will 


for this device, not 


that 
excellent 
bers of his profession, but in a multi 
tude of others, as well as among busi 
rhe 


these 


ness men. wide variety of note 


in which inexpensive devices 


are available, make much more simple 


the quick identification of the point 


where the signal is sounded, and as 
well as substitute a pleasing for an 
otten discordant or even disturbing 


one, 





There is adequate space to display appliances.effectively in this remodeled 


department of Hennessy's of Butte, Montana. Seated is Frank Toler, manager of 
the department. The others include salesmen Hoffman, Wirz, Sullivan and Bechtel. 
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THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 
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Westinghouse Thermoguard 


STOPS MOTOR BURNOUTS! 


Appliance dealers prefer motors they hear about the /east 


— from their customers. That’s why more and more dealers 
prefer Westinghouse motors on the appliances ghey sell. 

Not only does the Westinghouse name — known and 
but 
motors can give sales advantages other motors can’t. One 
of these is THERMOGUARD —the simple, dependable 


little device that stops motor burnouts from any cause 


advertised to millions —aid sales, Westinghouse 


whatever. Automatic, almost human in its action, it has 
saved countless service calls, complaints and repair bills. 

Why not gear the added advantages of Westinghouse 
motors and the Westinghouse name to your selling? Specify 
and supply Westinghouse —the motors with the trade- 
mark millions know — for your appliances! Westinghouse 
Electric & Manufacturing Company, East Pittsburgh, Pa., 
Dept. 7-N. 


J 003076 





What does this name 
mean to you? 


94% KNOW 
WESTINGHOUSE 


A nationwide survey of repre- 
sentative groups of people 
in 14 cities disclosed that 
94% know and recognizethe 
name ‘“ Westinghouse,” 
and identify it with quality 
electrical equipment. 





The kine of Aeadt Keoislance 
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ST INGHOIS! 





We 


From the Westinghouse “Store on Wheels” (above) 
farmer prospects attending RE A Farm Equipment Shows 
are directed to Westinghouse Dealer Exhibits (below). 


are 


a7 


HE booming farm market is no sudden discovery to 

Westinghouse. Long before the rapid expansion in rural 
electrification began six years ago, Westinghouse was build- 
ing farm acceptance for its products. 

For six years, Westinghouse has sponsored the educational 
National Rural Electrification Contest among 1,000,000 
farm boys and girls, members of 4-H Clubs. 

Three years ago, Westinghouse set up Proving Farms. 
Authentic data showing typical electrical costs and benefits 
were obtained to help produce more effective catalogs, 
booklets, sound slide films, farm paper advertising and other 
selling helps. By these means more than 1,000,000 farm 
prospects have been contacted to help create a desire for 
Westinghouse products. 

For the past two years, a Westinghouse trailer has been 
a part of the REA traveling Farm Equipment Show, which 

has played to 510,000 farmers and 


their wives. Though a miniature store on wheels, no sales 
were sought here. Farmers immediately in the market 
were directed to the Westinghouse Dealer Exhibit in 
the main tent. Others were given special farm booklets. 
Sales are still being made from these prospect lists. 

A special farm catalog and other direct mail of proven 
effectiveness in building store traffic among farmers helps 
Westinghouse dealers get their share—and more—of the 
rich farm market. Let a few typical Westinghouse dealers 
tell you how they value this help: 


“It brought in many farm prospects. . 
promotion.”’ 


. it was a grand 
‘‘This is the best plan of advertising I have ever used. Most 
farm people are saving the catalogs.”’ 

‘‘We appreciate your help and get good results from our calls.”’ 


“We think it a fine promotion and would be glad to go 
into it again.”’ 


The farm market is big—and growing. Use Westinghouse dealer-proved 
selling helps to make it pay you more profits from increased sales. 
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CONTROL 
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Getting down to brass tacks, the big difference between ordinary refrigera- 
tors and Westinghouse is the place where cold is controlled. The froster is 
the cold control room of other refrigerators, but Westinghouse controls cold 
from the food compartment and in actual degrees Fahrenheit. A single turn 
of the dial gives users steady cold where food is kept. That’s where the 
woman needs and wants dependable cold. And it’s steady, balanced cold 
no matter how hot or chilly the kitchen gets. Women appreciate this differ- 
ence; it gives them correct cold and humidity for milk, meat, vegetables, 
frozen foods and leftovers. Only Westinghouse has True-Temp Control. 


Only Westinghouse controls cold in actual degrees Fahrenheit. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY, MANSFIELD, OHIO 
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WARING Iron 


he Waring Corp., 1697 
New York City 





G-E Cleaners 


General Electric Co 
Dept Bridgeport Conn. 
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LIQ OS 14 ‘ 
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Broad way 


Appliance and Mdse 


| 
i ta! 
furniture 
3-point 
leanne 
cCarance 
$39.95 
ght, low 
1 + 


ie 
‘ vet 
\\ ( ‘ . 
i i i i 1 
( ) $49.95 s $ 
17 = 
4s i 1 ini > 
‘ r ‘ ] 
\ 
\\ 
Tank-type Models 
- + 
ri ip 
’ re 
£49 9 A) tt motor a 
ite 
perat 
els 
\ a ’ 
i " fl 1, 14 
ive t it a supply 


| rf) 
equire 1 ling yeep action 
i 4 nn 
{ - ‘ 
rr . 
l T i} ” b] we 
\VA-51 attachment set $9.95 sé 


y and deluxe AVA-I80 atta 


arrying ase) = $12.95 


May, 1941 
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ABC Ironer 
Altorfer Bros. Co., Peoria, Iil. 


lel: PG portabl 
} heatu x 5 han 
22 mg rnc ated iron 
r gle mut thermostat marked 
KS A ) ittons line 
‘ il tu its off curre 
inva t pressure mtrol eve 
1200 watts, 11 ts: mot ope 
ates 50-60 ri 1-piece ra 
Ase e fin eiehs 30 lb 
} Ve nds May. 1941 


PHILCO Air Conditioners 


Philco Corp., Tioga and C Sts., 
Philadelphia, Pa. 
! § 7 hree 


61A, 76A 
1A 


window 
and a floor cabinet 

ng Features: 41 hp 
signed for 


ooling 


, 
model ce 


, Lape ne 
small rooms; 3675 B.t.u 


capacity ; cools, 
air; walnut wood cabi 
easily installed in 
requires no plumbing ot 

61A. for r 


mately 15x19 ft 


anges 
net: 


room 
any 
watering 


wr offices approx! 
hp.: 5750 B.t.u 


models: 41, 


dehumidifies, 


window, 





g Capacity adjustable air in 
ike itrol permits regulation of al 
flow: filters, removes stale yr smoky 
nside air; circulates fresh air; shuts 


sut street noises 


7OA for rooms 20x20 ft. with 9 it 
ceiling; same as 61A but everything 
nside is about 50 percent larger; 
ip; Btu. rating 7500; new type 

im pertorms ith less notse; dis 
arge of at mm unit to room in 
wth OLA and 76A is controlled by 
idjustable ent erill which makes 
sible t eject urrent ol al! 


eliminat 





1YA, in walnut console cabinet, for 
rooms 20 to 25 it.; 7 hp. motor, 9100 
tus; inclined grill with control 


switch as 


panel in center with on-off 
well as 2-speed control. 

Prices Model 41, $129.50; 61A, 
$199.50; 76A, $259.50; DLA, $375. A 
vater cooled version of 9I1A also 
iailable at $375.—Electrical Mer 


mdising, May, 1941 


v 





VITA-JUICER 


Mars Mfg. Co., 1512 E. 56th St., 
Chicago, III. 
Deviee 


tractor 


Vegetable and fruit juice ex- 


Selling Features: Designed to pulver- 
ize and extract pure juice from 
carrots, celery, spinach and other 
tuberous and leafy vegetables; apples, 


etc.; inside bowl has baked porcelain- 
like finish; ivory enamel exterior 
finish; weighs only 11 lb.; 1 moving 


part completely enclosed yet acces- 
sible for cleaning. 

Price: $29.95.—Electrical Merchandis- 
ing, May, 1941, 
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WESTINGHOUSE Roasters 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


18 qt and regul 
Ovens. 


F ’ 1 
fodels Deluxe 


ind 18 qi 


Roaster 


Selling Features Kighteen qt. 
nodel has automatic heat contro 
wewly styled control switch, sig 
‘ * - » = ‘ ‘ | _ ‘ 
ght and nameplate; look 
time-temp shelf which — slides 
hast roaste and lists cool 
times and temperatures; may 


he used as shelf for hot dishes; Bet 


Ross blue nameplate and Hall ¢ 
dishes; gray inset pan, wide 
lapping rim which makes roaster eas 


to keep clean 


Regular 16 and 18 qt. roaste ve 
have True-Temp heat control; a 
elas insulation; equipped with 
proof glass dishes; electric time 
into roaster cabinet and turns currt 


wx off.—Electrical Merchandisi 


May, 1941 





UNIVERSAL Oven 


Landers, Frary & Clark, New Britain, Conn 


Device Unive 
£9910 


rsal automatic ove 


Selling Ieatures: Broils, roasts, bakes 


can be operated from any outlet 
wiring ; 
and _ broiler 
finish with bla 
porcelain-enameled I 
Iustrated with No. 29621 
hotplate, 3-heat switch, 
enamel finish: combination 
as ideal equipment for summet 


or cottage. 


requires no special 
with roasting pan 
white baked enamel 
trim; 


Cqulpyp 


1000 
por e] 


cal 


kk ; 


Price: Oven only, $19.95 


VWerchandising, May, 1941 Y ( 
v 
verts: 
He 
nails | 


Ma 
Mz 


WESTINGHOUSE Ojil-Fired Air 
Conditioner 


Westinghouse Electric & Mfg. Co., Air 
Conditioning Div., East Springfield, Moss. 


Device: Oil-fired air conditioning ae 
unit. ? what 

Selling Features; Especially design | old b 
for oil firing; 60 in. high, 32 


wide; 61 in. deep; drum and rad 
arc welded into 1-piece; unit is 
plete with automatic burner and 
trols; has heating surface of 620! 
in.; 4 h.p. motor driving a 12 
blower; heats, cleans, humidifies, 
culates 1200 cfm; pressure typ 
burner; No. 2 or 3 domestic fuel 01! 
is used.—Electrical Merchandi , 1 
May, 1941. : 
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The Story That Usually Puts 


_- TAKE AN APPLIANCE dealer and 
get to hollering at him about national ad- 
vertising and what happens? 

He usually either starts cleaning his finger 


nails or goes to sleep. 
Mavbe there’s a good reason for this. 
Maybe there’s been too much shouting and 


exaggerating about national advertising and 


what it'll do for a dealer... too much of the 


old build-up, blarney and hoop-la. 


O. K. Let’s take a different slant 


Let's cover our advertising story on the Bendix 
Home Laundry with a few snappy facts and 
no baloney. 


1. Every Bendix magazine ad is a full-page ad. 


ELECTRICAL MERCHANDISING—MAY, 


Dealers ‘To Sleep 


2. Every Bendix ad runs in a magazine that’s 
tops in its field, Life, Saturday Evening Post, 
McCall's and Better Homes & Garden: 

3. Every Bendix ad tells a complete selling 
story. 

4. Every Bendix ad has a chance of reaching 
one out of every three families in a dealer's 
territory. 

So what? 

So this! A lot of women get het up enough 
to clip coupons from Bendix ads. That gives 
Bendix dealers a line on prospects who really 
ARE prospects. 

A lot of women maybe go moseying around 
looking for a Bendix dealer's store. 

And a lot of women get sold enough on the 


Bendix idea so that at least a salesman isn’t up 


1941 


against a cold turkey proposition when he calls 


on them. 


All this makes Bendix easier to sell tor a re- 
tailer who's in there doing a smart job him- 
self... following up leads, canvassing for 
prospects. 

It’s just one more good reason why the man 
with a Bendix franchise has an edge over com- 
petition. For the Bendix Home Laundry is being 
hacked up by more national advertising than an) 


other washing machine, automatic or not 


BENDIX HOME APPLIANCES, INC. 
SOUTH BEND, INDIANA 


“The People who Pioneered and Perfected the 


{utomatic Washer” 
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FAMOUS FOR QUALITY 


@ Swartzbaugh leadership is 
squarely ting the Nation's need 
for better, faster, more economical 
feeding of human beings. Industry 
keeps human energy and morale at 
the highest point with space-saving 
Swortzbaugh Ideal Rolling Cafe- 
terias. The U.S. Navy turns to 
Swartzbaugh engineers for food 
service units on battleship 
Over 80°, of the hospitals in 
America serve hot food from Swartz- 
bough Ideal Food Conveyor Units. 
Swartzbaugh Everhot roasters, 
ranges and appliances serve in count- 
less homes. Swartzbaugh appreciates 
the responsibility of this leadership 
and is sparing no effort to fill both 
defense and usual requirements. 





ded 





ELECTRIC RANGES 


All the features of competitive ranges plus 
many exclusive points of superiority. Ask 
about Everhot's exclusive dealer franchise 


1. =< 


a 


ELECTRIC 
ROASTERS 


Outstanding eye appeal that 
shoppers and makes 
Models and 
im every price range 


SMALL APPLIANCES 


ipDeaAL YS 
ele) 
CONVEYORS 


Eliminate restaurant space and 
provide more production area in 
factories. Workers gain more lei- 
sure for lunch 


stops 


sales cabinets 





RANGETTE brings the ad- 
vantages of electric cook- 
ing to light housekeepers 
cottagers and trailerites 


TIMER CONTROL turns elec- 
tric appliances on and off 


DEFENSE 


Navy Department selected 
re Ue 
serving utensils 


CASSEROLE low-cost small 


roaster for service on ta- 


ble, as well as for cooking 


THE SWARTZBAUGH MFG. CO. 


Quality Merchandise Since 1884 
TOLEDO, OHIO, U.S.A. 
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GALE Air Conditioner 


Gale Products Div., Outboard Marine & 
Mfg. Co., Galesburg, Ill. 

Device: Gale Mountainaire portable, 
window type, air conditioners. 


Selling Features; Lake Louise model 
C-50 unit has a 6100 btu capacity; 
Lake Placid model 4700 btus; both 


models filter, dehumidify, cool and 
circulate air; plug into any light 
socket; no plumbing or special wir 
ing. Lake Louise deluxe streamlined 
wood-grained cabinet; Lake Placid 
has gun metal finish cabinet.—Ele: 


trical Merchandising, May, 1941. 








WESTCLOX Clock 


Westclox Div., General Time Instruments 
Corp., La Salle, Ili. 


Device:  Self-starting Dunbar wall 
clock 
lling Features Molded plastic case 
with forward tilt for easier time 
telling; 7 in. high; current inter 
ruption signal; red sweep second 
hand; black numerals and hands; 


back for 


5 finishes 


polished bevel: recessed 
concealing shortened cord: 
ivory, red, green and 
Price: $3.95.—Electrical 


ing, May, 1941. 


white. 


V erchandis- 


Super-Quiet Vortalex 
G-E Fans 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Models: Super-Quiet Quiet Vortalex 


MAY, 


Selling 


Selling Features 
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blade models and a new standard lin, 
of low-priced fans. 

Features: “Super-Quiet” an/ 
“Quiet” fans with overlapping Vor. 
talex blades is featured in 3 desk 
type sizes—small, medium, large ar 
master models; small and mediy 
have 3 blades, others have 4 blade 
“Super-Quiet” is also available 
large and master pedestal models 
Small “Super-Quiet” with — singk 
speed switch is quietest of all—nor 
oscillating, black finish, oscillating 
model finished in black or crear 
Medium “Super-Quiet” has 2 speed: 
oscillates; black enamel with chron 
trim. 

Large “Super-Quiet” has 3 speeds 
oscillates; black enamel with chron 
Pedestal models have telescoping « 
umn, permits height adjustment: 
from 40 to 61 in. ; bronze base, pedest 


and guard, blades in ivory. 





Standard Line 





Standard low priced line has new! 
designed wide blades to provide fore: 
ful delivery quietly; 8, 10 and 12 i 


fans follow styling of 10 in. fa 
introduced in 1940; 8 in. non-oscillat 
ing; 10 in. available as oscillating « 
non-oscillating; 12 in. oscillates ar 
has 2 speeds; 16 in. oscillates 
speeds; has 1500 cfm. air delive 
at a velocity of 1525 it per mu 
Price “Super-Quiet” from $10.95 { 


small desk type to $44 for maste 
“Quiet” fans, 
standard low-pt 
ine from $4.95 for 8 in. to 
for 16 in.—Electrical Merchandisu 
May, 1941 


pedestal lan 


3.95 to $29.95: 


=f 


$20.95 








A oat Oot Oe. 


S-N Stokers 


Scott-Newcomb, Inc., 1922 Pine St 
St. Louis, Mo. 








Model: 





Junior 30. 





Hopper capacity 400 

constant speed transmission; 
automatic air control; 4 hp. motof 
with thermal overload switch; sheaf 
pin; sectional round retort; heavy 
cast iron hopper base. 

Price: $98 plus installation and con- 
trols. — Electrical Merchandis ng, 
May, 1941. 
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..-- 10 A DEALER’S PRAYER! Z TO A HOUSEWIFE’S PRAYER! 


SZ 


Three cheers and hooray! At last, a vital new advancement in Happy days! It’s taken the guesswork out of housework. This 

vacuum cleaning that’s more than a talking point—it’s an Matho-Matic Nozzle is always adjusted with mathematical 

active selling point! Premier's Matho-Matic Nozzle can be precision to the actual floor surface that’s being cleaned—thick 

demonstrated easily, dramatically! And the prospect can see rug, thin rug, linoleum, or bare floor. What a work-saver, time- 

the difference in actual operation! The one and only mathe- saver—rug-saver, too! And it’s just one new feature of the 

matically exact, automatic, self-adjusting nozzle gives that smartly styled Premier De Luxe Model 11, with its black crinkle 
. all-important extra sales punch that moves high-quality clean- and polished aluminum finish—its 2-speed, 350-watt, ball-bearing 
, ers at high profits—right on the sales floor! motor—its famous motor-driven Vibra-sweep brush! 

A Line-Up You Can Sell Up! 
Three easy steps to bigger profits—three smartly styled models 4 ERE’S HOW 
(smartly priced $15 apart) that cover the market! First step is Model 


42 with the Simplo-Matic Nozzle—a thrifty buy alone or in the 
Matched Set. Next—Model 21 with the Duo-Matic Nozzle! 
And the top of the line is the De Luxe Model 11 with the 
Matho-Matic Nozzle! At Premier’s low dealer prices, high 
trade-in allowances are possible—high profits are certain! 





IT WORKS! 


© hehe Gent thei ce we 
its handle in an upright position the 


PREMIER “MATCHED SET eel ogregane es 2. 


Id cleaner 
$39: 95 ont Cement oo on PREM TE; ~// © As the handle is pulled back to normal 


(without © a a ombination! 





























e bargal " 
A bring-’em-in new Simplo 
Floor Model pee 325-watt, 


Matic nega ball-bearing motor. 


have 
Both mo dels 
| REMIER motor-driven brushes. 
0 | Model 42 


Model 52 





ty 400 


3 = 734 IVANHOE asak? ; CLEVELAND, OnIO 
2 PREM|ER => 
motof |» and the complete 1941 Premier Line. 





shear 
Premier Division, Electric Vacuum Cleaner Co., Inc 
n- Cleveland, Ohio 
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| SIS. 
> 
a 
he J st th 
) . . “2 ’ > 
She yust can t resist the 
USS Label! 
. . , 
A M0CI. 
\ [ RS VMact cud ' om ke a Journal. Lime. Better Homes and Gar- 
A mark ut her bu method lens, and American Home. It's the largest 
‘ She makes it a point to look tor t -S-S mercl indising campa un ever con 
n t r e manutacturer betore lucted, carrving the story of better steel 
he dotted ne. She pical products for the home. ofhee and farm 
‘ ‘ customers ho Keep vell identified by the U-S-S Label 
wmed b eading iiona wlvertis Already hundreds of manutacturers are 
I hv Kno na cy int how placing I S-S Labels on thei products 
ecognive qua md have the money uu the number is rapidly growing 


ou { Fim! out how vou can tie in with this 
‘ istration ibove, by the famous flective promotion We will gladly co 
G is Williams, ts not appearing yperate with you in planning local pro 
{ ed States Steel advertisin nm the motion or window displays. Write to any 
S ‘ Five Post Ladies Howe 4 the companies belo 











MORE THAN 12 MILLION LABELS carrying 
the famous U-S-S symbol have already 
heen issued to manufacturers for use on 
their products 


porcelain 


Refrigerators, ranges, 
enamel utensils equip- 
steel pots pans, 
tableware even furnaces are being 
branded with the U-S-S Seal of quality 


and 


ment, stainless and 


Sa 
L- . 
4 


e 


— 
“4-4 
ih 





CARNEGIE-ILLINOTS 
Pittsburgh and Chicago 


STEEL CORPORATION 


s Steel Pacific 


Birmingham, Southern Distributors 


Distributors 


San Francisco 
Tennessee Coal, Iron & Railroad Co 
United States Steel Export Company, New York 


Columb Company Coast 
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NORGE Ranges 


Norge Div., Borg-Warner Corp., Detroit, 


Mich. 


models 
back 
0) speed switches ; 
ircuit-selec h and clock for 
automatic timing; choice of Chroma 


Eight new 


loping 


leatures 
l-piece 


rail; rece ssed base ° 


featuring 


top 5 


tor switch 


x or T-K surface units; large oven, 
16x154x20 in., with speckled light 
gray enamel lining; dual elements; 
high-speed broiler unit with _ re 
flector plate; glass oven door avail 
able on models E-330 and E-350; 


igh-speed “smokeless” type broiling 


it: adjustable broiler height; auto 
matic time control: models E-450 
and E-500 have available the Norge 


circuit selector switch which provides 
iple automatic control by connect 
ng automatic time control to oven, 


thrift cooker, or convenience outlet; 

ample storage space for utensils pro 

vided in all Norge models. FE 450 

illustrated.—Electrical Verchandis 
May, 1941 





HOTPOINT Laundry Timer 


Edison G-E Appliance Co., 560 W. Taylor 
St., Chicago, Il. 


Device Automati 


ontrol as 


time < sy 
cial equipment for any wringer-type 
\\ is] eT 
Selling Ireatures: May be set for any 
wredetermined washing time from 1 
to 15 min.: when washing time has 
elapsed it automatically stops washer 
sounds melotone chime; outer dial 
indicates correct washing time for 
various clothes and fabrics; easily 
installed on any wringer washer it 
Hotpoint line —/lectrical Merchan 


May, 1941 


fist 


v 


SUPERSTAR Broiler 


Stern-Brown Inc., 42 Orchard St., 
Long Island City, N. Y. 


Device Superstar Du-All Hinj-On 
broiler. 

Selling Ieatures: Broils, bakes, boils. 
toasts, fries; 2-heats high and low, 
for a.c. and d.c.; chrome plated de 


luxe tray and heating bowl; Bakelite 
accessories, additional tray insert for 


gravy, etc.; wire grill with adjust- 


able height feature ; 
guard for terminals; 
able refractory plate; 
in. diam deep bowl 
watts high, 280 low 


May, 1941 


chandising 


v 
WESTINGHOUSE Air 


Conditione 


large 


114 in 


Electrical 


rs 





] 


chromium plat 
colored, re 
tra 


1k 


(i 


Westinghouse Electric & Mfg. Co., Air 
Conditioning Div., East Springfield, Mass 


Vodels Two compact, plug-in unit 

Sclling Features: Cools, filters, ci 
lates conditioned air in draft! 
waves; easily installed; 4 hp 
densing units cool 200 cim.; requ 
a minimum window opening of 1) 
in. high, 27 in. wide. 

Console model 7} hp. condens 
unit cools 330 cfim., requires mi 
mum window opening of 7} in 
264 in. wide. —Electrical Mercha 
ing, May, 1941 


v 





GIBSON Range 
Gibson Electric Refrigerator Corp. 


Greenville, M 


\Vodel ER-391-RA an 
Selling Features: 
with two 5-heat 1200 


ich. 


d ER-391-5 
ER-391-RA, equip 


1300 


or 


sealed surface elements, 64 11 


and one 5-heat 2000 


or 


8 in. diam.; Chromalox or 1 


available; 3 storage d 

broiler; 5-heat 1 
well cooker ; 2 oven 
tom 2000 watts, top 
automatic pilot light « 
mostat switch; conve 
new-style chrome lam} 


size 


rawers 
200 w 
eleme! 
3000 


wer ove 


nience 
», rece 


angle switch panel; automa 


built-in at 
Fiberglas in 


in oven; 
control ; 


itomat 
sulati 


291-S has one 5-heat 2200 w 


element and 2. 130 
elements 64 in. diam. ; 
well cooker ; 2 oven ¢ 
matic pilot light over 
stat switch; storage 


) watt 
1200 

‘leme! 
oven 
con 


with rack; high speed bre 


base. 
ER-391-RA, $13! 
Ele trical 


cessed 
Price: 
$99.95, — 


May, 1941. 


1.93; 1 
Merc! 


¢ 
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Frigidaire men are selling at 
the rate of more than 


700,000 HOUSEHOLD 
REFRIGERATORS IN 1941 


...aind selling a much larger percentage 
. of higher-priced, higher-profit 
models besides! 


Frigidaire Cold-Wall sales have increased at more than 
2% times the rate of other models in the line! 








Frigidaire Porcelain sales are more than three times what 
they were last year! 


Frigidaire 1941 Porcelain sales are 20% more than those of 
all other makes combined!” 





@ Since every Cold-Wall and Porcelain sale means a $20 to $25 
higher retail price than the sale of a comparable conventional 
model, imagine what this tremendous increase is doing to Frigid- 
aire dealers’ dollar volume and profits. 

Here’s further proof of the power of Leadership in Action! 








Corp . 
More than ever it pays to 


Sell the favorite \Al/ 


SEU frigidaire 


More than 6 million built and sold 





FRIGIDAIRE DIVISION, GENERAL MOTORS SALES CORPORATION + DAYTON, OHIO 
Frigidaire Electrical Appliances—Refrigerators—Ranges—Water Heaters 


*Based on latest United States sales figures released by National Electric Manufacturers Association. 








| sim ICAL MERCHANDISING—MAY, 1941 


PAGE 55 





























Why Many Special Features 


can be built into Black & Decker Vacuum Cleaner Motors 


Special Tools For Building Special Motors are designed and built right in the Black & 


Decker Plant 


The department in the photograph above designs special jigs, dies, fixtures 


ind equipment necessary to build the wide variety of specially designed motors which flow 


from Black & Decker production lines 


This Tool Designing department has developed 


many unique devices and methods which help assure the power, smoothness, long life and 
trouble-free performance of Black & Decker Vacuum Cleaner Motors. 





Keen Eyes and Steady Hands here guide 
the saw which undercuts the commutator 
mica on the armature for a Black & Decker 
motor. Extreme skill and accuracy are re- 
quired in this precision operation. 





Baked Exactly Right. After being dipped 
in insulating varnish, armatures are baked 
under accurately controlled heat. Correct 
baking treatment adds life and electrical 


efficiency to motor pe rformance. 


Precision to the Nth Degree: Typical of 
all Black & Decker operations, the boring 
of the motor brackets must conform to 
high standards of accuracy to maintain 
perfect alignment of assembled motors. 


Heart of a Vacuum Cleaner: A high-speed 
universal motor with a two-stage turbine 
fan assembly, specially designed by Black 
& Decker for a tank-type vacuum cleaner. 
Ratings up to !s H. P. at 15,000 R. P. M. 


THE BLACK & DECKER ELECTRIC COMPANY, KENT, OHIO 


BLACK & DECKER 





Specialists in the Design and Application of 
UNIVERSAL MOTORS 
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ILG Fan 


Ilg Electric Ventilating Co., 2850 N. Craw- 
ford Ave., Chicago, lil. 


Device: Thirty-six in. heavy-duty 


portable floor fan. 

Selling Features: Self-contained, com- 
pletely equipped to handle any heat 
problem, especially valuable in “man 
cooling” capacities; 4-blade type pro- 
peller; circulates air at rate of 24,000 
cim.; 67 in. high, guard diam., 43 
in.—Electrical Merchandising, May, 
1941 


v 


(an 





MAZDA Photofiash Lamp 


Incandescent Lamp Dept., General Electric 
Co., Nela Park, Cleveland, O., and 
Westinghouse Lamp Div., Bloom- 

field, N. J. 


Device: Mazda Speed Midget Photo 
flash lamp SM 


Selling Features: Same shape and size 
as midget No. 5 but reaches its peak 


4 times faster; 12 in. diam., 2§ in 


long. 
Price 15¢.—Electrical Merchandising. 
May, 1941. 


v 





COOLAIR Attic Fans 


American Coolair Corporation, 
Jacksonville, Florida 

Vodel 
Selling Features: Moving parts cradled 
in sound-absorbing springs, eliminat- 
ing vibration noise; sturdy, compact 
welded frame, relatively light 
in weight; eight steel blades of new, 


Type O Home-Cooling Fan. 


1 
steel 


more efficient design, individ 
mounted and easily replaced in ¢& 
of damage; 
reducing air noise and increasing 


efficiency; oversize ball bearing 


fan hub for silent, lifelong sery 
requiring greasing only once & 
three years; reversible 


equipped with reversible motor, 
will blow in or exhaust at will 
bearings in fan hub permit opera 
in any position when equipped 
ball bearing motor; small, long 
service motor; 7 sizes, various ny 
sizes for each, capacities ranging } 
6,200 to 30,000 cim.: also ava 
as a Twin Unit with two fan 
one frame operated by one 
and in Attic Package including 
tion box and metal automatic « 
shutter. — Electrical Merchandis 
May, 1941, 





K-M Drill 
Knapp-Monarch Co., St. Louis, M 


Device: “Speed” drill. 

Selling Features: For profess 
who work in wood and met 
’ - 1 + 
for basement workbench an 
lightweight; pistol grip hand! 
thumb-flick switch; off-cente 
permits drilling up to 3 of 
from corner; lifetime gear | 
tion; powerful low-wattage mot 

1 — — -} . 

volts ac. or d.ic.; chuck a 
dates any drill up to j bit 

Price: $9.95.—Electrical Mer 
ing, May, 1941, 
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REX-AIRATE Ventila 


Air Controls Inc., Div. Cleveland 
Co., 1933 W. 114 St., Cleveland, 


Model: DL 510 Rex-Airate veal 


Selling Features: All-steel waln 
cabinet; louver type ¢& ille 
can be adjusted to direct aif 
or down; reversing switch 
air intake or exhaust; produc 
cfm; 4 h.p. motor; can be! 
in windows from 27 to 42 i 
window spacers are op nal 
ment; insulated to absorb ¥ 
and deaden sound.—Ele:<tr 


chandising, May, 1941. 
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CURES 0 5a8 THE NEW 
| QUEEN 


washer 











ine @CE will always be an important factor 
selling appliances. Because it represents 


AT THE CUSTOMER HAS TO PAY! 


but PRICE can easily be overdone—as it IS 
ng overdone in much washer advertising. 
h price appeals as “Regular $99.95—now 
-.9895—save $30” are potent when the reduc- 
nis genuine. But when fictitious, the public 






2? To get WL- 
tne same reon the Sore Sr ashi 
SHAPED TUS yeoen d’’ corner pockets 
= re no “dea 
aos" oo a water in the ee al 
= conan at work flushing the 
of the clothes. 





































m catches up. Then the bottom starts 
ping out! @ 


ou don’t have to put all your eggs in the 
e basket when you handle Speed Queen. 
hough Speed Queen has one of the strong- 
price set-ups in the industry, it also has a 
ture story which gives you something more 
alk about than price . .. a feature story 
‘Bich, to any woman, means a cleaner wash 
ed out in less time. And that, to her, is 
important as price! 








ith Speed Queen you become identified 
handling an EXCLUSIVE washer....a 

RENT washer ....«a BETTER washer. 
u lift yourself above the price scramble of 
wentional type washer competition ....and 
» your washer department running on a to keep water hot 
titable basis. to protect tub 






tite today for complete details as to how 
ed Q<ueen can increase your washer and 
‘Ber sales. 





1445 


CHASSIS 
RLOW & SEELIG MFG. co. for strength and 


. . . durability 
Ripon, Wisconsin 


lARC-CUATE DRIV 
A TRANSMISSION 


with finest precision LL 
Mi nomette aah oie > No wonder this DOUBLE WA , 












Speed Queen is such @ —— 
Not a flat bottom tub—but a — 
; BOWL-SHAPED 


yor spa aed single wall tub—but 


for gentle | 4 DOUBLE WALL TUB to 

hi . a protecte edestal 

cco | cy keep wener hot! Not a aot STEEL 
= u 


full-len 
frame — Pee mplicated gear 





PLASTIC 





Not a co 
Super Duty —— CHASSIS. oF wnism—but the famous 
da _- ARC_C RIVE TRANS- 
‘a | AVRINGER M —_'ARC-CUATE DRIVE TRY re 





ON sealed in a 
mele of lubricant! By 


all means. don’t buy 4 —_ 
washer until you ae g 
new Speed Queen! 


Non-Fly Top | 
Automatic Drain 


“ m ; s Self-Adjusting 
Zephyr” design ... 22” roll . . . thermostat control se 20 






» NDI 









.. new style pressure control for right or left hand 
operation .. . full floating dual support shoe for in- 
creased and uniform pressure . . . automatic press 





Mr. Dealer: 


this makes sense... 
Cer 
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BROILKING 
DOES 
ALL 
THESE 
THINGS 





Approved by Under 
writers’ Laboratories, 
Inc. Certified by Electri- 
cal Testing Laboratory. 
quickly and conveniently, without smoke or smell, 
without heating up the kitchen. BROILKING saves 
time and steps, it’s easy to clean. You can use it right 
on the table for quick hot lunches, suppers, parties, 
Sunday brunch, and to do many cooking chores at 
your regular breakfasts and dinners. 

Place a sample order for BROILKING with your 
Take a BROILKING “ARISTOCRAT” 


home and let your wife’s enthusiasm show you why 


wholesaler. 
BROILKING is America’s fastest selling smallappliance. 


4 Write today for full information and the 


BROILKING PROFIT STORY 
ature eos INTERNATIONAL APPLIANCE 
Bride so’© 
> for june 
“te 


CORPORATION 
AMERICA’S FINEST ELECTRIC TAG wRoiLer 


1033 Metropolitan Avenue, Brooklyn, N. Y- 
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NEW MERCHANDISE 








WABASH Photolamps 


Wabash Photolamp Corp., 335 Carroll St. 
Brooklyn, N. Y. 


Models No. 1 


tenne 
Sit pped 


Superflood has been 
previous life span of 
hr. to anew total of 3 hr.; and 
o. 2 Superflood formerly 6 hr 
iow good for at least 8 hr 

ctrical Merchandising, May, 1941 


up trom 


tn izh 


j 


v 





RUBBER Plug 


United States Rubber Co., Rockefeller 
Center, New York City 


Device Unbreakable 
ple outlet plug ; 


all-rubber multi 
impossible for metal 
parts to become exposed under any 
conditions ; spring friction blades pro 
vide permanently tight connections ; 
compact, neat.—Electrical Merchan 
dising, May, 1941 


v 


KAUFMAN Hedgemaster 


L. J. Kaufman Mfg. Co., Manitowoc, Wis. 


Device: Portable hedge trimmer. 
Selling Features Two sizes, 
shown weighs 3% lb.; equipped with 
Universal motor tor ac. or de. 
yperation, 32, 110 or 220 volts; 1/40 


model 7 





MAY, 


Selling 


Price: 8é 


hp.; has no 
to obstruct 


stationary shear t 
shrubbery from entering 
knives; 2 moving knives reciprocat 
ing in action—moving in opp 
direction to each other; forwa 
stroke of one knife is balanced 
return stroke of other, eliminat 
vibration and assuring smooth 
may be held at any angle. 

Model 11, has 1 
110 or 220 volts; 18 in. handle that 
permits trimming without stoop 
weighs 6} lb.; black finished hand 
and motor.—Electrical Merchand 
ing, May, 1941 


20 hp. motor, 32 





F & W Pump 
Flint & Walling Mtg. Co., Kendallville, Ind 


Device: Centrifugal 
ates without belts, 
for rural 


Selling Features Close-coupled wit 
motor to form single, well integrate 
unit which lifts water efficiently fron 
any depth down to 28 ft.; streamline 
to permit gradual changes in velocit 
and direction of flow of water. 

Capacity, based on 15 ft. suctiot 
head and 20 lb. tank pressure, ranges 
from 400 gal. per hr. with ¢ h.p. mot 

2-ball-bearing 
motors fitted with overload protect 
and automatic reset. 

and 4 h.p. sizes of induction typ 

1p. size is a Capacitor type moto 
Electrical Merchandising, Ma 
1941 


pump that oper 
gears, or pulleys 
and suburban homes. 


to 700 gal. with 4 h.p. 





REX Ristlite 


Flashlight, Inc., 26 Cornelison Av 
Jersey City, N. J. 


levice: Flashlight that straps to 
like watch, leaving both hands tre 


Features: For home 
travelers, motorists, wherever %t 
hands are required to do a job: Ww! 
also stand at any angle furm ung 
steady, unmoving beam. 


with _ bat*eries 
Merchane sv 


complete 
and bulb.—Electrical 
May, 1941 
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Hotpoint Refrigerator 
Week Set for May 19 


CHICAGO—The week of May 19 
rough May 31 has been designated as 
National Hotpoint Refrigerator Week,” 
ording to F. B. Williams, manager, 
fotpoint Refrigerator Division. “Na- 


Frigidaire Campaign 


| 


Holland-Rieger 
Buys Sweeper-Vac 


CLEVELAND — The Holland-Rieger 
Corp. of Sandusky, Ohio, a division of 
the Apex Electrical Manufacturing Co 
of Cleveland, has announced the acquisi- 
tion of the well-known Sweeper Vac Co. 


BILLS REGULATING 
INSTALLMENT SALES 
PASSED IN NEW YORK 


Feinberg-Holley Measures Designed 
to End Installment Selling Evils, 


nal Hotpoint Refrigerator Week,” says of Worcester, Mass. The announcement Signed 
{r. Williams, “is the highlight of the was made jointly by E. C. Buchanan, | 
Spring retail campaign, built on the theme vice president of Holland-Rieger and ALBANY, N. Y.—Retail merchants 


Mobilization for Better Refrigeration.’ 
ring the campaign, every Hotpoint 
tailer who makes the refrigerator quota 
t by his distributor will be given special 
ognition by national headquarters in 

form of a framed, engraved scroll 

“In order that Hotpoint retailers may 


ELECTRICAL MERCHANDISING—MAY, 








1941 


D. C. Daniels, president of Sweeper Vac. 

Mr. Daniels, in discussing the sale, 
pointed out that his company is one of 
the oldest vacuum cleaner manufacturers 
in the industry, having originally ope- 
rated as the M. S. Wright Co., founded 
in 1907. It has produced floor and hand- 





and consumer interests watched recently 
while Governor Herbert H. Lehman 
signed the Feinberg-Holley bills, designed 
to end instalment selling evils in New 
York State. The bills grew out of the 
recommendations of the Conference on 
Instalment Selling, in which various re- 


Ind alize fully on National Hotpoint Re- type cleaners continuously Sue. _ | tail and wholesale business interests con- 
igerator Week,” Mr. Williams said, Tentative plans call for removal. of ferred with the Legal Aid Society, the 
ne ve have prepared a quantity of exploi- manufacturing operations and sales offices | Better Business Bureau and the Russell 
ley ition material, at extremely low cost, ol Sweeper Vac to Sandusky or vicinity. Sage Foundation 
ecially designed to create public inter While no definite statement was forth- John C. Watson, president of the New 
vi t in the event; build store traffic; and Coney as to” the  iikel go = the York State Council of Retail Merchants, 
~ ve the retailer much valuable local Fricidel ' . » the tatid operations, Al ‘ wes ikely that me nit said that the passage of the Feinberg- 
at iblicity.” i igidaire sales executives get the inside moval of the business will be over an Holley bills put New York State far 
i Included in the special National Hot- story of the peak season campaign slo- extended period, not involving, immedi ahead of other communities in the fair- 
“ int Refrigerator Week sales promotion gan “more for your money—inside and ately, any large requirements im per- | ness, liberality and justice of the laws 
ackage are: a 12-piece set of red, white out." S. M. Schweller, chief engineer (at ~— B banyan 7 governing time sales. The bills, he said, 
‘ 1 blue window and store banners; a right center) points out features of the on ti ee wall _— ithe ~ marked the beginning of a new epoch for 
ms ousand special newspaper -type broad- new 13-foot model to C. A. Copp, vice that his o—~ will = = —~ = consumer credit. eae 
6 les; mats ot two new _advertisements, veditenl: t: A, Clack. advactia t ss - elec: sl ac pro¢ ace through = the In their essentials the bills provide for 
) ecially prepared for this activity; and P Se ae me ee ee eee present channels of distribution for the | the following : 
ri undred oiled-silk bow! covers, for ager; P. M. Bratten, general sales mgr. well-known Faultless line of washers. Contracts, a 
po Eo sete rowsons, prt in ot ee than 
. P ais ” r ye it ails: ' . eight-point type, with everything charged | 
n m = 0 S. .... sey Apex 84th Consecutive Cover Ad to be clearly itemized, and with signers to 
\l luding a quantity oft dimen ones * pig get copies of all instruments. Credit serv- 
tial; a refrigerator door visualizer, w all ice charges to be clearly shown, so that 
rts. ‘ie F si the buyer knows the cost of buying on a 
\ Hotpoint refrigerator store demon- deferred payment plan . : 
ition which promises to be popular _ Repossession restricted, with “ demp- 
ring the Week shows the difference tion safeguarded for the buyers. Resales 
tween butter kept in the Hotpoint poling veomine Lot oa —— —— by 
itt rs _ — co dete ation ot ta alue a me 
i gen alle — ed ys of the resale, with a credit to the original 
sily demonstrated with crackers. buyer if the amount exceeds the unpaid 
indebtedness. Security other than the 
property sold will require separate con- 
- tracts plainly stating what the instru- 
ment is. 
Chattel mortgages—The Lien Law is 
Handbook on Priorities Out | amended to make it conform in many re- 
_- |} spects to the law covering conditional 
WASHINGTON, D. C.—A handbook sales contracts. 
the operation of the priorities system _ Wage a, not to be opera 
now available for general distribution tive until thirty-one days atter default, 
m application to the Division of Infor- with right to execute vonage or attorne y 
tion, Office for Emergency Manage- to make wage assignments abolished. 
nt, new Social Security Building, : Deficiency judgments prohibited after 
ishington, D. C. . d hye . g > 80 per cent has been paid and buyer re 
allel "Weiecisies and Defense” the With the publication of its full-page ad in the May issue of ELECTRICAL turns goods at seller’s request 
oklet includes a general statement on MERCHANDISING, the Apex Electrical Manufacturing Company marks up an Garnishments not permissible except 
eory and administration of the pri- advertising performance record which has never been duplicated by any other on salaries of $15 a week or more in cities 
system, a question and answer sec advertiser using this publication. The Apex ad for May represents the 84th over 250,000 population; elsewhere $12 a 
nN, a copy of the Priorities Critical List, consecutive time that Apex has utilized the entire inside front cover of week, a 
ficial instructions on priorities to ELECTRICAL MERCHANDISING to tell the electrical dealers of America about Guarantors, to be fully aware of their 
x Arms and Services of the Army Apex merchandise and developments. The first Apex ad of this consistent series obligations, to get copy of their sage 
i Pureaus and Offices of the Navy De- appeared in ELECTRICAL MERCHANDISING'S June 1934 issue. The publi- ee ee 
g = . BRE: an e cation’s records show that no other advertiser has used a specific position so : Confessions of judgment, prior to de- 
i. Renin etme ten annie tei, te consistently. To celebrate, in a measure, the establishment of this record of fault. are abolished. 
rl antities to trade associations or other performance, J. Fred Stephens, Apex advertising manager, got out copies of all Insurance, if charged to the buyer 
gencies which want to distribute the ma- of the 84 ads. He's shown above (right) holding up the current ad for May, | must be stated separately, with purchaser 
ial to members while C. G. Frantz, Apex president, proudly displays a copy of the first ad run. ' to get a copy of the policy 
NG 
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FAIRBANKS-MORSE 
HOLDS CONVENTION 





H. L. Bilsborough, manager of the Stoker 
Morse & Co., talks 
600 assembled dealers and dis- 
1941 


Division, Fairbanks 
to the 
tributors at the Fairbanks-Morse 


Convention 
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Graybar Elects Officers 
Frank A. Ketcham was re-elected 
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Curtis Survey Gives Facts 


On Refrigerator Selling Today 


Farm Market, Replacements, 
Trade-Ins Brand Preferences All 


Studied 

















PH \DELPHIA—Analyzing the prin 
marketing problems of America’s 
ation industry, The Curtis Pub 
( al i completed a 
n ng ‘ thr ig interviews 
distributors and retail 
‘ ts< 
need 
ut 
eque 
ft 
i evidence shows that among tarn 
families, 41 pet ent of those buying 
ationally advertised brands and 30 per 
ent ot those buying mail order brands 
id so because they had just obtained 
ine service roughout the entire 
vey ist got electricity’ ranks first 
" ng the rea irm buying 
c inl al c 
The survey also disclosed that farmers 
1v more large boxes than city dwellers, 
24.9 pe ent of the units purchased by 
rural families bemg 7 ubic feet or larger, 
igainst 11.7 per cent for city families 
Likewise tl represents a newer market 
s r lv 3.3 pe cent ot t farm sales 
‘ ‘ ‘ ila ements 
Uhe DI on ca a to the € 
acement market s that sales to this 
uy lepend largely upon the in 
try to interest t lamilies in 
r eco my ind = efhicie = newer! 
nodels ie possibilities of this replace 


rket are indicated by the fact 








per cent of current sales of 
advertised brands are made in 
this grou 

\ necessary first step in developing the 
jacement market is to show users of 
units the degree to which engineer 
12g las made ld efrigerators obso 
et See April issue of ELectricat MEr- 
CH ISING ) Most of the owners of 
elrige tors expressed their satisfac 
t t ut-moded refrigerators; only 
16.5 pe t ad made plans for replace 
ent ther analyzing this group, the 
Curtiss resea uund that 73 per cent 
ect to pay $145 or more when they 
eplace and 30.9 per cent plan to buy 

r f 7 ub eet ) large 


Replacements Not Solicited 


eglect the omising replacement 
market is indicated by the fact that only 
19.5 per cent of users of old refrigerators 
rted any sales solicitation made to 


aggressive 
used in selling 
items, dealers have relied on 
nflated trade-in and on price 
the survey 


them. In place of the type of 


formerly 





allowances 


close sales says 
ugh dealers are 





, 
particularly con 


us of competition for the replacement 








irket, consumers have not been active 
ers. Seventy-nine per cent of those 
trading in old refrigerators on nationally 
ulvertised refrigerators and 84 per cent 
those trading in on mail order brands 
accepted the first bid they received 
\ i guide t devel ping a replacement 
gram, the study presents findings from 
ew le replacements in 1940 
(Ot these pe cent bought new re 
rigerators because of dissatisfaction with 
r r rmance ) the ol unit 14.7 
é ent replaced be of the size of 
¢ 1 bo and 7.6 1 cent replaced 
ecause they vanted a more modern re 
rigerator 
Families w id not own a retrigera 


onstituted about one 
irth of those buying mechanical refrig 
ition in 1940. City families bought 


they moved trom quai 
refrigeration had been fur 
nished, indicating, the Curtis survey says, 
e importance of renters and the neces 
sity of keeping them sold on buying a 
particular brand.” The second reason in 
importance was the establishment of a 


largely eC aust 


rs where 





new home through marriage 
Another highlight of the study is that 
“if the industry has any hope of escap 


ing the trade-in problem, it must give 
up that hope,” 70 per cent of the 
of old refrigerators expect to turn 
them in when replacing and 70 per cent 

nationally advertised brand replace 
ment buyers in 1940 actually did trade in 

Brand the primary fa 
tor in the of 48.4 per cent of the 
nationally advertised refrigerators bought 
by families interviewed. Next in 
t recommendations of 


because 


users 


pre ference is 


selection 


ImMmpor 


tance wert friend, 


of dealer and 


reputation price, with price 
only one-third as important as _ brand 
preterence. Among buyers of mail order 


brands, price appears the most important 


; t 
acto 


Consumers Know Brands 


More 


new retrige 


than 50 per cent of the buyers of 


rators in 1940 started out with 


their minds made up as to what brands 
they wanted to buy. The conclusion of 
the Curtis research group is that “in the 


absence of aggressive advertising by some 
manufacturers, it is not difficult to see 
why volume leadership should concentrate 
so heavily with a few brands 
Interest in “gadget” features is 
e survey indi Of the families who 
bought nationally advertised refrigera 
tors in 1940, a total of 61.5 per cent, to- 
with 79 per cent buying 
order brands, mentioned specifi 
“gadgets” with mechanical features and 
the operation also rating high. Less than 
10 per cent mentioned appearance 

Among purchasers of both nationally 
advertised and mail order refrigerators. 
tl initiated the selling process,” 
79.6 per cent and 84.9 


high, 


t ates 


gether ot those 


mail 


1 Consumer! 


the figures being 


per cent respectively, interviewers found 
“In more than half of the cases the whole 
transaction took place on the retail sell 


ing floor with no sales call by the deale: 


xr his salesmen 





CRACK DOWN ON 
REFRIGERATOR PRICE 
AGREEMENTS ON 
COAST 


LOS ANGELES—Chiet  exciten 
from Los Angeles during March was 
indictment by federal jury of the Re 
Furniture Dealers of Southern Califor 
eleven manufacturers and distributors, 
retailers and twenty-two individuals 
charges of a conspiracy to fix prices 
refrigerators based 
the shopping appliance service oper 
by the i which, the indictn 
charges, has used to enforce p 
agreements covering the sale of new 
frigerators and trade-in allowances 
used equipment. Among the firms nar 

t 


The charge is 


association, 


been 


in the indictment are the Westingh« 
Electric Supply Company, Nash-Ke 
nator Sales Corporation, Nash-Ke 
nator Corporation. George Belsey ( 


Graybar 
I: lec tr 1¢ 
Leo J 


pany, Ltd., 
Edison General 
pany, Inc., the 


Appliance C 


Electric Compar 


¢ 


y 


n 


Meyberg Compan 


O'Keefe & Merritt and Gaffers and Sat 
1 


tier, aS V 
ment. This follows an 
charging conspiracy in the 


and seems to be 


sale of 


ranges, 


vell as firms handling gas equi 
earlier indictment 


part of a ger 


eral activity on the part of the feder 
government designed to enforce the fe 
eral Sherman Act, which to date 

taken the form of indictments broug 


against lumber dealers, farm 
tions, food packers and canners and « 
trical contractors No test case has 
yet been decided which will 
precedent to determine in how far « 
pliance with the California Fair Tr 
Act which requires maintenance of 
tail prices is in conflict with 


1 
iaAW 


Taylor Harvey Dies 
MANCHESTER, N. H- 


-Tay lor 


organiz 


serve is 
a 


the federa 


Harvey, sales manager of Public Servi 


Company of New Hampshire, 
motor trip at Lancaster, N 
on Sunday, April 20th, at the age of 
years. He was born in Dunlap, 
on May 30, 1904 and first 
ciated with the electrical industry in 


Sales Department of the Michigan El 


tric Power Company on April 1, 1! 
From the Michigan Electric Power ( 
pany, Mr. Harvey went with the Pu 
Service Company of New Hampshire 


Original Flagg Painting at West Penn 





“He-Man” electrical cooks are springing up all over the country as The Modern 
Kitchen Bureau's Spring electric range campaign is under way in more than 600 


retail outlets. 


Chief among the complete campaigns that have tied into the 


Bureau's promotion is that of the West Penn Power Company, Pittsburgh, which 
has placed 35 complete “He-Man Cook’ window displays among dealers in their 


territory, and an equal number in company offices. 


In addition to featuring the 


MKB displays, artwork of which was done by James Montgomery Flagg, the 
Pittsburgh company is exhibiting the original Flagg painting (above) in a series 
of showings in Butler, New Kensington, Charleroi, and other localities. 


MAY, 
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WAGE-EARNERS BUY 
69% OF APPLIANCES, Westinghouse Sales Promotion Managers Get Some Pointers 


SURVEY FINDS . , Day 
NEW YORK—Confirmation of the | | z ‘1 \ ure 
1 


m of most economists, that a re- 
alysis Of market appeals is necessary 
mder the new defense boom, is clearly 

licated in a new 9-city study made for 

Story Magazine. This study shows 
that Wage earners, as a tremendous mar- 
t group, are now buying 69.4% oi all 
dectrical equipment sold ... as against 
their purchase of only 60.9% of all elec- 
‘rical equipment sold in 1937 

Moreover, wage earners are now spend- 

g 75.7% of all the dollars being spent 

r electrical equipment throughout the 

nited States. This definitely indicates 
‘hat the long-deferred needs now on the 
se are rapidly finding their way into 
ng sales of substantially priced and 
itionally advertised equipment. 

In as much as the publishers of True 
Story believe that the defense benefits 
sre not limited to the obvious, direct de- 

se centers alone, the study calls made 
ere divided among cities in three dif- 











ent area classifications First, the | 
idy covered centers in areas receiving 
rect defense orders. Second, those con 
5 umng purveyors ot parts or raw mate- 
: ils. And third, those containing manu- 
‘ turers of consumer goods Conse- 
ently, the publishers’ belief in the 
read of defense benefits is confirmed 
ig Toledo, a direct defense center, having | 
4.5% of its families “better off” 
refore, excellent prospects for nation- 
advertised electrical equipment. 
rereas Canton, a purveyor center, has 
% of its families “better off’. And 
consumer centers such as Fort Wayne, 
4% of the families are “better off” 
1e1 Furthermore, 2,000 calls in the 9 cities Top, Westinghouse advertising plans were outlined at a recent Top, Harold B. Donley of New York, leff front, recently ap- 
lied were carefully allocated to most meeting of Westinghouse sales promotion managers at Mansfield, pointed merchandise sales manager for Westinghouse Electric 
rately reflect occupational and buy Ohio. Left to right are E. J. Corcoran, Detroit, E. L. Albeitz, Supply, discussed the deep-well cooker on the Westinghouse 
g standard structures. On the advice of St. Louis, C. M. Kopf, Jr., Chicago, all sales promotion man- range with this group at the Westinghouse sales promotion 
al industrial and publi ee agers; S. F. Myers, Philadelphia, Middle Atlantic District sales managers’ meeting at Mansfield, Ohio, recently. Others, left 
= oa rviewed beforehan 1, calls i a development manager for Westinghouse, and A. L. Billingsley, to right, are J. H. Tuttle, Dallas, Southwestern District sales 
> h sie ats tar diss Gad cas eee Cleveland, president of Fuller, Smith & Ross, advertising agency development manager for WEMCO; R. Leon, Cleveland and 
ted a true cross-section of the living for Westinghouse. L. L. Dolin, Philadelphia, WESCO sales a 
shit ndards existent in each me and J. V. Russell, Atlanta, Southeastern District sales develop- 
f Thus, True Story found that 56.5% ment manager for WEMCO. 
ans all American families are now “better 
aes al . they constitute America’s ma- | 
El Bagge IER a Electric dishwashing was discussed by this group at the Westing- The single-set switch on the Westinghouse range interested 
192 lume was divided into 8 broad arouse house sales promotion managers meeting at Mansfield, Ohio, these representatives of the Westinghouse Electric Supply Com- 
; ich show, for example, that 69.5% oA recently. Left to right are M. E. Lanning, St. Louis, Midwestern pany when they recently gathered at Mansfield Ohio, for a 
purchasers of electrical equipment are District sales development manager for Westinghouse; R. S. meeting of Westinghouse sales promotion managers. In front, 
: ¥ wage earners... 65.5% of the Knoblauch, Milwaukee, and H. A. Sieben, St. Paul, sales pro- left to right, are W. N. Kennon, Atlanta, D. E. Lenfestey, Boston, 
rchasers of automobiles are wage earn- motion managers for Westinghouse Electric Supply; W. H. and C. H. Weaver, Pittsburgh; behind them is C. D. Allison, 
-++and a good 68.0% of all the Loeber, New York, Eastern District sales development manager, Dallas. At the right is A. W. Sullivan, New York, general sales 
thing sold is being bought by wage and J. V. Russell, Atlanta, Southeastern District sales develop- | promotion manager for Westinghouse Electric Supply. 


ment manager, both of Westinghouse Electric. 


New Mailing Pieces cial Electric Cooking ( yuncil, 420 Lex- G-E Clock Display Winners first: W J Murphy, Bigalte Electric 











Released by Commercial ington Avenue, New York City, at $4.50 | Company, St. Louis, Mo., second, 
. ° ver 100 sets of two folders; $4.25 per | NEW YOR r} General Electric 
Cooking Council 100 Land for 500 to 1,000 sets; $4.00 oer ying Pe aay ideieee t, ¢ By ph ° 
W YORK—Two new mailing pieces 100 sets, for an order of over 1,000 sets. | nounces the winners vindow display Universal Officers Re-Elected 
tne seen ter Gee Canuiaee | Imprinting of a three-line company name | contest which carried cash awards in NEW BRI IN ny. eer 
Ele al : Met” | and address, $1.75 up to 1,000 sets and | three classifications of dealers: depart ! HR! PAIN, CONN ockhold 
Electric Cooking Council, and are | $925 for over 1,000 sets cert re pea ers of Landers, Frary & Cla e-elected 
dy to pre sell prospects on every | ~~ 2 ‘ ; | way se — ty, sa 3 resell 2 é as all directors at their annual meeting this 
e of ager cooking equipment for | - . ae a pos Cl ae ~ “ty seer . xs tl eco week and the directors at their subsequent 
taurants, soda fountains, lunch count- | ., + ae LE lf ime sho sattarn | meeting, in addition to electing three new 
etc, | Display Contests Close June 15 | to the contestants, following the pattern | PEchns: In tection Te nation 
Entitled “Does the Menu Ghost Haunt ; Or a pee _ Contest sith Jregih ie 1a THe Thos re-elected follow Chairman of 
and “Here’s a Tip for Progres- NEW YORK—A window display con- latter used these ele ments in making up | ne Board. Arthur E. Allen: president 
Restaurant Operators,’ the folders test and a floor display contest tor elec- | displays ac cording oo men par gy and treasurer. Richard L. White: vice 
éctively use two colors and action tric water heaters, in which $250 cash | In ee classificath m, prizes of $100, $50, presidents, Joseph F. Lamb, William H 
tographs of deep fat fryers, coffee | prizes will be given in each, will close and $25 were offered Rattenbury, Herbert R wen. Daniel 
kers, grills and other load building | on June 15, according to notice just re- cnn liaatgenr sedan M. Shepard and Bret C. Neece; secretary 
ipment in use. Hard-hitting copy, that | ceived from The Modern Kitchen Bureau. Utility windows: Marion Raley, Hous- Henry T. Burr: assistant treasure \1 
aks the restaurant man’s language, All utilities and dealers handling elec- | ton Lighting and Power Co., Houston, | bert G. Anderson; assistant secretaries 
iys up the cleanliness, speed, dependa- tric water heaters are eligible. Prizes | Tex., first; Charles F. W armoll, Public Wm. E. Baker, Harry A. Trave ond 
ty and simplicity of electric cooking; | in each classification are divided into | Service Company of Colorado, Denver, | Paul V. Guiberson, and directors ward 
vs how he can provide a more varied | $100 first prize, $50 second prize, and 10 | Col., second; Messrs. Maguire, Green, | N. Stanley, Mr. Lamb, Charles T. Tread 
7 increase the average check, save | prizes of $10 each. ; | Austin and Casey, New Orleans Public way, John P. Elton, James L. Howar 
ce, prepare better tasting food and Rules in each contest are: Displays | Service, Inc., New Orleans, La., third Harris Whittemore, Jr., Charles P. Coo- 
0 mote customer confidence by prepar- | must be in use for a period between Janu- | Department store windows: G. H. | ley, Mr. White, Mr. Shepard, Charles 
- § lood before their eyes. ary 1 and June 15, 1941. Each entry | Wagner, Brandeis Department Store, | L. Taylor, John H. Buck, Mr. Allen and 
ch ot! mailing pieces drive home the | must include one glossy print not smaller | Omaha, Neb., first; W. \V. Rowley, the | Mr. Neece. 
vir fit building potential of electric cook- | than 8 in. x 10 in. Entries must be | Emporium, San Francisco, Calif., sec- The new officers are Earle Van 
he £ equipment. They offer a free survey | mailed on or before June 15 to Window ond; Lothar F. Dittmar, D. M. Read Buskirk, elected a vice president: Wm 
he the restaurant cooking facilities, made Display Contest Committee, The Modern Company, Bridgeport, Conn., third H. Hansen, elected an assistant secretary, 
es lable by the utility company. Kitchen Bureau, 420 Lexington Ave., All other windows : Milton W Rowe, | and Francis J. Dabney, elected moptrol 
‘he folders are offered by the Commer- | New York. Quality Appliance Shop, Endicott, N. Y., | ler, the last a newly created positior 
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Aud Now - 


“THE SMITHS” 
can have 


ELECTRIC 
COOKING 





with the 


B NESco CHEF 


Complete low cost electric cooking now 
comes to the average family. This new ap- 
pliance, the NESCO CHEF, is designed to sell 
under $65, and operates on 110-115 volts 
by merely plugging into a convenience 
outlet. It combines the best features of an 
electric roaster, broiler and surface unit, for 
it roasts, bakes, broils, fries, stews, warms, 
cans—cooks three complete meals daily. 





Baking 


oo 





Frying 
fe. — TI — ee . ’ ; 

—— ne NESCO CHEF will stimulate sales of 
your present electric roaster or range line, 
since it appeals to those who want the ad- 
vantages of complete electric cooking at a 
price they can afford. This vast untouched 
market awaits you, — homes, cottages, 
apartments, farm kitchens, — anywhere 
and everywhere there is electricity. Low 
initial cost and elimination of installa- 
tion expense make for quick, easy sales. 






= 


ert —_— 


Bro:ling 


Storage Space 


DEALER HELPS 


Consumer Circulars 
..Ad Mat Service... 
Point of Sale Displays 





Canning 





Write or wire . Catalog Pages. 
for details. 

NATIONAL ENAMELING and 

STAMPING COMPANY e 


Electrical Division 














291 
N. 12th STREET 
MILWAUKEE 
WISCONSIN 
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of modern 





Need for Adequate Wiring Recognized 
by Building Leaders 








At this conference between members of the electrical industry and leading 
personalities in the building field, it was agreed that every home needs adequate 


wiring. 


Left to right: Allan Taylor, eastern editor of the National Real Estate 


Journal; S. J. O'Brien, electrical contractor; William Hamby, well-known architect, 
consultant to McCall's Magazine; Thomas S. Holden, president of the F. W. 


Dodge Corporation; 


Lawrence W. Davis, 


managing director of N.E.C.A. and 


John F. Biggi, the A. W. Bureau's consulting engineer. 


PHILCO IN BIG MAIL 
DRIVE ON ROOM 
COOLERS 


PHILADELPHIA — Recognizing 
fact that 


the 
an important keynote 
business today, Philco has 
formulated and put into effect unique 
plans for announcing the new line of 
1941 Philco-York air-conditioners to the 
public, according to an announcement by 
Harry Boyd Brown, manager of Philco’s 
Air-Conditioning Division. 

“Surveys prove,” stated Brown, “that 
the general public is fully aware of the 
usefulness and necessity of the single- 
unit self contained air conditioner. The 
price is within everybody’s reach—and 
they are ready for it now. 

“To this end,” he continued, “it was 
vital to perceive some method of getting 
to the public as quickly and as timely 
as possible, the complete story of the 
new Philco-York portable air-conditioner 
line.” 

Western Union was called to the serv- 
ice and within the next 60 days, virtually 
every physician, lawyer, dentist, execu- 
tive and professional person throughout 
the entire United States will receive a 
Western Union Telegram, delivered by 
a Western Union Messenger, outlining 
the salient innovations of the 1941 Philco- 
York air-conditioners. 

“This concentrated Western Union 
effort,” said Brown, “constitutes but a 
portion of the gigantic direct mail cam- 
paign Philco is employing to tell the 
story to the public. 

“Virtually every prospect for portable 
air-conditioning, including hotels, hospi- 
tals, tourist camps, contractors, profes- 
sional men, etc., will be included to re- 
ceive complete ‘and desc riptive material 
describing the benefits of Philco-York 
portable air-conditioning.” 

To back up this gigantic direct mail 
campaign, Philco has prepared special 
dealer newspaper ads, trade magazine 
ads, business paper ads, and an abun- 
dance of dealer helps, such as handsome 
animated window and floor displays, 
counter cards, brochures, folders, spot 
broadcasting announcements, dealer di- 
rect mail pieces and other material. 


speed 18 


Hotels Swinging to Room Coolers, 
Philco Finds 


PHILADELPHIA—A noticeable chang- 
ing trend in the method of hotel air- 
conditioning is proving of tremendous 
benefit to the portable air-conditioning 
industry in general, and to Philco-York 
portable units in particular, reports 
Arthur Nodine, National Supervisor, 
Philco’s Air- Conditioning division, who 
is now making a swing throughout the 
entire country, contacting Philco-York 
air-conditioning distributors. 


MAY, 





The primary reason for this favorable 
trend of hotels toward movable, self con- 
tained air-conditioning is that the port- 
able unit can be installed far less expen- 
sively from the point of view of invest- 
ment; installation is quicker; operating 
costs are lower, and the fact that single- 
unit-air-conditioning performance _in- 
cludes all the true functions of the heavy 
installations. 


RATE CUT SETS OFF 
$6,700,000 SALES DRIVE 


SPOKANE —Starting the year with a 
rate reduction which will cut revenue 
from the electric customers of all classes 
by about $750,000, the Washington Water 
Power Company has earnestly set about 
filling in this vacuum by an extra all- 
industry sales effort. 

The program, which officially started 
on March 17, includes six periods of in- 
tensive sales activity. “These vary in 
length from one to two-month promo- 
tions. 

The general theme of the year is “Bet- 
ter living for the home and greater profits 
for commercial and industrial establish- 
ments with cheaper electricity”. 

Dealers throughout the territory which 
the Washington Water Power Company 
serves are organized into regional asso- 
ciations, which will compete against one 
another in various contests during the 
campaign period. Cash prizes will be 
awarded to the association reporting th 
greatest number of sales per 1,000 cus 
tomers, while novel penalties for low 
records will keep up the spirit of fun 

The patential market for 1941 for this 
district has been set at a figure of 49,3% 
electric ranges, 51,080 water heaters 
28,871 refrigerators, 17,531 washers 
65,000 ironers, 44,657 radios, 25,502 small 


appliances and 69,700 homes open to 
complete light conditioning, with LE.S 
lamps, adaptors and lamp bulbs. The 


total sales potentialities for the year are 
set at $6,700,000 

Meetings are now being held with 
utility employees and dealer groups. 
These will be followed by personal call 
on each dealer to discuss with him the 


| problems and opportunities of the pro- 


gram. The Inland Empire is set for a 


| big year in the merchandising field. 





Stewart-Warner Reports 
$564,005 Net 


CHICAGO — Stewart-Warner = Cor- 
poration and subsidiaries reported net 
profit of $564,005 for the first three 
months of 1941, equivalent to earnings 
of 44 cents per share, after provision for 
federal income tax ( normal tax) and ex- 
cess profits tax. This compares with net 
profit of $328,202, equal to earnings ©! 
26 cents per share for the corresponc ing 
1940 period. 
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DISTRIBUTORS 
APPOINTED 


AUTOMATIC WASHER 


Addition of five distributors to the 
sales set-up of the Automatic Washer 
company, Newton, Iowa, is announced 
by W. Neal Gall agher, president and 
eneral manager. The new Automatic 
istributors are: C. O. Dellman, Inc., 
Sioux Falls, S. Dak.; Modern Fixture 
and Equipment Co., Rapid City, S. 
ak.; Knerr, Inc., Harrisburg, Penna.; 
‘ambria Equipment Co., Johnstown, 
Penna.; Charleston Hardware Co., 
“harleston, W. Va. 





CROSLEY 


Appointment of the firm of Louis O. 
yman, Inc., of 301-303 North First 
Street, Richmond, as distributors of 
sley refrigerators, radios, gas and 
tric ranges, and washers and ironers, 
4s just been announced by Robert I. 
‘trie, vice-president and general sales 
anager of the Crosley Corporation. 


G-E LAMPS 


Buhl Sons Company, wholesale dis- 
ributors with houses in Detroit, Grand 
apids and Toledo, announce that effec- 
ve April Ist they will be distributors 
r the full line of General Electric 
Mazda lamps. This will include all types 
f filament and fluorescent lamps, in addi- 
yn to automotive and photo lamps which 
e house has been selling for some time. 


LANDERS, FRARY & CLARK 


Landers, Frary & Clark, manufacturers 
Universal household equipment an- 
ince the appointment of Electric Prod- 
ts Corporation of Pittsburgh, Pennsyl- 

ania as distributors of Universal home 

laundry equipment in the western part 
the state. 


The company, which began in 1916 
nder the name of Suburban Electric 
evelopment Company and distributed 


elco Lighting Plants for farm and sub- 
than homes consisted at that time of 
nly four or five employees and a small 
amber of dealers scattered throughout 
stern Pennsylvania. Today, Electric 
heduete Corporation is one of the larg- 
st Appliance Distributors in the tri- 


‘ 


tate area. 


PREMIER CLEANERS 


The Premier Division of the Electric 
acuum Cleaner Co., Inc., announces 
€ appointment of the following new 
tributors : 

Eskew, Smith & Cannon, Charleston, 
VY. Va., covering 21 counties in the 
ate of West Virginia. 

Clark Furniture Co., Bluefield, W. Va., 
vering 22 counties in the state of 
irginia and 3 counties in West Virginia. 
Gas Refrigerating Co., Huntington, W. 
4, covering 6 counties in West Vir- 
nia, 7 counties in Ohio and 4 counties 
Kentucky. 


STILL A PRETTY GOOD RECORD 


\ little simple arithmetic must have 
med the reader that the figure of 
w.-hr. given as the increase in aver- 
ge annual consumption of electricity by 
mestic customers of the Portland 
UVregon) General Electric Company, as 
'eported in the January issue of ELEc- 
RICAL MERCHANDISING, was an error. 
t should have read 120 kw.-hr., a record 
Yhich of itself ranks with the best. To 
‘val chambers of commerce on the Pa- 
he Coast, we apologize. 


ELECTRICAL MERCHANDISING—MAY, 


ONE OF MANY ACTUAL CASES: The St. Louis 
distributor of Carrier Corporation reports 
that a prospect found him through an ad- 
vertisement in the Classified section of the 
telephone directory. The call resulted in 
a sale of six air conditioning units. 

Is your business advertised under the 
classifications where prospects look for 
you? Do you give them information they 


are looking for—such as features of your 





service, whether your store is open nights, 
whether you give 24-hour service, whether 
you allow credit, etc? 

We have hundreds of instances on file 
showing that business comes as a result of 
such informative advertising. A directory 
representative will explain how you can 
profit from this trend. 


Just call the local telephone 





business office. 


THE BUYER FOUND THE DEALER LISTED HERE 























6 AIR-AIR CLASSIFIED TELEPHONE DIRECTORY 
Air Brakes—See Brakes, Air Air Conditioning Equipment— Air Conditioning Equipment-— 
9 
(Cont'd) (Cont'd) 
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Eagrat & ty 3000 Chouto... LA clede- homes, any size or type. Over See Advertisement This Page) 
Co 3942 oy Pine FR ankin-4777 150,000 installations in 99 GILMORE yomn & CO 115 S iim CH estat -686( 
MACHY countries since 1902—includ- HEATH GUARANTEED HEAT CO 
Curtis Garage Pumps ing U. S. Capitol, R. C. A. 2333 S Grand GR and-858° 
1905 Kinin EV ergen-1300 Building, the “Queen Mary.’ Hester tere Sradies Co 2635 Washetn FR ankin-3400 
CO THE 1905 Washstn yee HOLLAND FURNACE CO 2109 Olive. .... CH estnt-194 
ee es Ro sesale-4334 “WHERE TO BUY IT” HOME. COMFDRT AIR CONDIT IQNERS— 
Gardner Domser Co pe Tere rt DISTRIBUTOR 2902 Eiilett PR ackta-22% 
Rouetl A & Ce tne aahal SE & PIOU 814 S Vandvir........ FR ankin-2414 Independent Plumbing & Heating Supply Ce 
Pneumatic Tools-Blowers-Vacuum Pumps yahts Sundays & Holidays call....... GR and-1160 1119 Chestat. GA rfié-232 
2327 Locust pees — BRANCH OFFICE Intemnat! Engrng & Supply Co 100 N Bway. ..CH estnt-933 
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Motor-Belt & Steam Driven 
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1941 


KENT J KING & CO INC 6477 Manchstr ST ering-332 


KLEEBSER-HOHLT HEATING CO 
4619 Nat Bdge MU Ibry-B76 


CURTIS AIR CONDITIONING CONDENSING UNITS“ 


Kuenz Heating & Skt Metal Co 3601 Kinin MU Ibry-695 
Air Conditioning and Re- 
frigefation Equipment for @ei®]-mai-) Engineers-Contractors-Consultants - an 
° 3800 W Pine.... flersn- 
Homes. Offices and All oT 


OE A OTN TT 0 


Coil Co 
Mfrs of Coils For Commercial 
Refrigeration & Air Conditioning 
6135 Manchstr 
Bros Sheet Metal Wks 2646 Arthur 


Other Commercial Purposes. 


“WHERE TO BUY IT” 
MANUFACTURER 


ST ering-142 
CURTIS REFRIGERATING MACH CO 


. I tand-090 








1905 Kinin EV ergrn-1300 





MUELLER CLIMATOR— 


PAGE 65 








SELL leletalk 


REG. U.S. PAT. OFFICE 
WY 


Amplified Intercommunication 
to your 


customers ! 





At? ter re b M f 0 Teletalk SF eeds deliveries 
r e syste re used zi ziesmen 
7 aves time for bot! istomers and employees 


Cash in on the good relations established in your past dealings 
by selling Teletalk to your present customers. 


Here is extra business you can get without hunting up an all 
new set of prospects. Sell Teletalk to retailers and storekeepers 
as a means of saving employees’ time, giving better service to 
customers, and eliminating the waste motion and extra steps 
that pile up overhead and cut down sales. 


Teletalk is the system that gives instant Amplified Intercommuni- 
cation at the press of a lever ...so inexpensive it is used in 
thousands of small businesses . . . from counter to kitchen in cafe- 
terias—from consultation to reception rooms in doctors’ offices 
—from sales floor to stock room in small retail establishments. 


Teletalk Systems are not expensive . . . Teletalk is easy and inex- 
pensive to install, too... just run connecting wires between 
stations and plug into any light socket. 





ase 


Model 206 -A } eLux Model 212A Jates ug Model SA45 Inexpen- 
te eferre for vwyer ] ‘ ended sive r ropn ne speaker 
” ” provides two-wa nver- 
need ation but unnot origi- 
ter nate ca 


Send for catalog with complete details concerning these and other Teletalk models. 


} , Produ " under l Pater ime mn 
] h Company and Western ‘ Company. Incor porate 


WEBSTER ELECTRIC COMPANY, Racine, Wis., U.S.A. Established 1909. 
Export Dept.: 100 Varick St., New York City. 
Cable Address: “ARLAB”", New York City. 


WEBSTER M ELECTRIC 


a Responsibility and Fair Dealing an Obligatien’ 


MANUFACTURERS OF TELETALK INTERCOMMUNICATION AND PAGING SYSTEMS + POWER AMPLIFIERS AND SOUND DISTRI 
BUTION EQUIPMENT + RADIO PHONOGRAFH PICKUPS + IGNITION TRANSFORMERS AND FUEL UNITS FOR OFF BURNERS 
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Dayton, Washington Has the Home Economics 
Installation 








It is Dayton, Washington, not Dayton, Oregon (as erroneously reported in the 
January issue of Electrical Merchandising) which should be credited with the 
complete electrical kitchen provided for the use of the home economics students 
of the union high school. The installation, shown herewith, not only has five 
electric ranges of different makes, including Hotpoint, Westinghouse, Estate and 
Monarch, but also a Westinghouse refrigerator. The sewing room has four new 
electric sewing machines. Other appliances, including the electric ironer, roaster 
and other small appliances are demonstrated at regular intervals by the home 
service advisor of the Pacific Power and Light Company for the benefit of the 
foods and home relations classes. Good home lighting is also explained and 
demonstrated for the pupils. 


FOR YOUR INFORMATION 


history of the automobile radio indus- Hygrade Sylvania Corporation, 


Philco Corporation has just received | voiced the opnosition e indus 
an order for 100,000 special automobile | tries, which he represented, to a 
radio receiving sets trom Chrysler | amendment to the bill affecting the 
Corporation for use in its 1942 line of | installation of  electrically-operated 
Chrysler, DeSoto, Dodge, and Plym- | equipment in the housing units. 
outh motor cars [his is one of the |} 

1 = “ | . . * 
largest single orders ever placed in the 
a - 
try | Salem, Mass., manufacturers ot fluo 
rescent lamps and lighting nits, an 
x * * 1 
| nounce the purchase of a fluorescent 

Ralph M. Hill, electrical manufac- | powder plant at Towanda Pennsyl 
turer's representative, located at 1 N. | vania. The plant purchased was for- 
Crawford Ave., Chicago, Ill, an- | merly operated as a division of The 
nounces that Gordon E. Gray has | Patterson Screen Company, 718 Main 
joined his organization to aid in the | Street, Towanda, which company had 
sale of their electrical industrial lines. | been the principal source of supply 

for the fluorescent powders used by 
~ - * 


Hygrade in its fluorescent lamps. 
The executive departments and dis- 


play room of Rex Cole, Inc., dis == 8 

tributor of General Electric appliances, | Shipments of Bendix automatic home 
are now situated at 203 East 42d | laundries from distributors to dealers 
Street, New York, N. Y. for the first 3 months of 1941 cor 


pared to the same period for 1940 
showed an increase of 101° according 
Shy 


* * oa | 
pments of Crosley refrigerators | to word received from J]. S. 
] 


Sayre 
vice president in charge of sales 
Bendix Home Appliances, Inc., Sout! 
Bend, Indiana. 


during March, 1941, were greater than 
the total of all refrigerator shipments 
nade by the company during the en- 
tire first quarter in 1940, it was an- 
nounced recently by Robert I. Petrie, 
vice-president and general sales man Orders received by General Elec- 
ager ot The Crosley Corporation. | tric Company during the first quarter 
Comparative figures covering the two | of 1941 amounted to $257,382,000 cor 

periods show that two and one-half pared with $97,490,000 during the cor 
times as many Crosley refrigerators | responding period a vear earlier, 

were ~— during the first three | increase of 164 per cent, president 


i, 


months of 1941 as during the first Charles E. Wilson announced recent! 


* * * 


quarter in 1940, Mr. Petrie said. This was an all-time record amount 

oa new business for a three months 
period 
As chairman of the _ refrigeration * * * 

sales committee of the National Elec- 

trical Manufacturers’ Association, R. January-February-March business ot 

C. Cosgrove, vice-president and gen- | the Kelvinator Division of Nash-Ke! 

eral manager of The Crosley Corpora- | vinator Corporation has smashed 

tion, Cincinnati, represented the elec- existing company records, with sales 


tric retrigeration and the electric of Kelvinator electric refrigerators d\ 
range industries at the hearing held in ing these first three months of tiie 


Washington, D. C., before the U. S. | 1941 model year already amounting to 
Senate Commi ittee conducting hearings | one-half of the total volume achie 1 
on the Lanham bill. This bill is an | by the company in 1940 and exceediig 


act to authorize the appropriation of | by a comfortable margin the entre 
an additional $150,000,000 to be used | year’s sales during 1939, it was 
in defense housing. Mr. Cosgrove | nounced recently by Frank R. Pier 
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general sales manager. Stating that 
s year is expected to be the biggest 
Kelvinator’s history, Pierce sai 
t business so far during the 1941 
scal year is running more than double 
t of the corresponding period in 
1940 and four times that of the same 
iod in 1939 


* * * 


Harry Landsiedel, vice-president and 
general manager of Bridgeport Divi- 
n of Remington Rand Inc., an- 
nounced recently that the Electric 
Shaver Division has just completed 
he most successful year in its history. 
Sales for the first three months of 
1941 showed an increase of 85% over 

same period in 1940. 


- 9Q 


GOOD HOUSEKEEPING 
IN DEPT. STORE TIE-UP 


NEW YORK—Ninety-nine outstanding 
lepartment stores in the U. S. and Can- 
ida will run full-page newspaper adver- 
tisements, install special window displays 
and organize intensive departmental pro- 
motions—all focussed on branded prod- 
cts advertised in Good Housekeeping 
Magazine—throughout the current year, 
na unique program of collaboration with 
Good Housekeeping. 

[he stores are undertaking these un- 
sual promotional efforts on behalf of 
randed lines as a tie-up with a series of 
pecial editorial articles in the magazine, 
red up to run every month from March 

this year through February 1942. Each 
irticle has been designed as the spring- 
ard for a retail promotion which has 
nstitutional value and will speed the sale 
f nationally branded merchandise. 

Now in its first month, the program 
as developed by The Grey Advertising 
\gency, Inc.. New York, by whom it is 


ng execute 


July Housewares Show 


Over 80° "Sold" 


NEW YORK—On March 15th the first 








on ssignment ot booths was made to manu- 
1 acturers for New \ \ 
i Show ) 1 in é 
Atlantic ( mm July 
14] 
According to Flo English, secretary of 
: e New York Housewares Manufactur- 
ain s Association, who run the show, more 
er an 80% ot the space in the auditori 
) as already been assigned to exhibitors 
This year the Association has re- 
rved a prominent, double-aisle section 
lusively for major appliance exhibits. 
th buyers and exhibitors will find this 
frangement more efficient and more con- 
6 enient \lready a larger number of 
940) Major applian e manutacturers have ap- 


ied for space in this special section than 
og , ; 
uted at the last Show. 


Westinghouse-Sunlite 
lec- Campaign Extended 


[ANSFIELD, O.—Unprecedented sales, 

upled with heavy advance orders on 

me recently announced Westinghouse 
lent ectric Manufacturing company-Sunlite 
it fanufacturing company joint Electric 
t and Koroseal ironing pad promotion 
necessitated big increase in produc- 
schedules, it was announced here to- 
iy. The campaign, which is scheduled 

ose May 30, opened April 1. 


s of ‘he combination, said to be the first 
Kel- ne that an ironing pad has been offered 
connection with an electric iron promo- 

ales mn. sells for $7.95—this price including 
d ‘estinghouse $8.95 Automatic Electric 
t m and the special pad coated with the 
ot Goodrich synthetic, Koroseal, which 
1 ‘ listed at $1.98. Indications are that the 
ding W.000 combination offers expected to be 
itire durir z the period will be far sur- 
as theials of the two companies 








Dealer Holmes 
Sold This Norge 
Ten Years Ago And 
Has Had a Satisfied 


Customer ever since 

















le 2 = Mrs. C. C. Lipscomb of 3215 
) 431) Milan Street, New Orleans, 
bought this all-porcelain refrig- 

erator in June,1931 from Dealer 

D.H. Holmes. That was a very profitable sale 
for Dealer Holmes. Not only in the matter 
of the original profit but in subsequent 
sales made to his neighbors because of her 


voiced admiration, pride and satisfaction. 


Porcelain enamel makes satisfied cus- 
tomers—the dealer's best advertisements. 


Porcelain enamel makes repeat sales. 





Porcelain enamel makes selling easier. 


Porcelain enamel makes larger profits. 


LUSTERLITE Porcelain Enamels are ab- 
solutely immune to cigarette burns, fading 
or ordinary household abuse. LUSTERLITE 
affords enduring beauty and positive san- 
itation. LUSTERLITE Porcelain Enamel is 
“the lifetime finish.” The more LUSTERLITE 
Porcelain Enamel on the appliances you 
sell, the more profit for you. Write today 
for the new book “We Re-Discover an 
Old, Old Product.” 


CHICAGO VITREOUS ENAMEL PRODUCT CO. CICERO, ILLINOIS 
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G-E Electric Sinks, Cabinets 


Earl H. Norling, who has been prom- 
nently identified with the electric re- 
igeration promotional activities of the 
General Electric Company the past 
14 years, has been appointed headquarters 
pecialist on electric sinks and cabinets 
for the G-E appliance and merchandise 
department, Bridgeport, Conn., it has 
en anno ed by ¢ W Theleen, sink 
ibinet sect inager 





over tne 


rigeration section < 


] 


preparation 


% correspondence courses for retail, 
apartment house, and commercial sales 
men, direct mail campaigns, market analy 
sis, and innumerable skits and presenta 
tions. He was transferred to the dealer 
livision in 1935, and was closely asso- 
iated with A. M. Sweeney, G-E house 
wld refrigeration manager, in various 
special activities, including dealer sales 
plans and road shows for distributors 
and dealers. When the company estab- 


lished the Retail Development League, a 
year ago, he helped to establish the first 
25 chapters in Arizona, California, Ore 


gon, and Washington 


Rittenhouse Chimes 


The \ | Rittenhouse 


Honeoye Falls, N. Y., makers 


Company, 


or do ir 


himes, transformers and other electrical 
products, announces the appointment of 
A R Jol nson a manager of sales and 
idvertising 

Mr. Johnson has had an unusually 
broad and practical experience in sales 
and merchandising of nationally-know1 
product particularly in the electrical ap 


pliance field 
‘ vear } € 


G 


Or everal was sales promo- 
by-Grunow Co., 


and electric 


tion manager tor 
makers of Majesti 
retrigerators in Chicago, for whom he 
riginated and managed the “Majestic 
Master Dealer P! Selective Selling.” 

He al his own business 
ales and advertising counsel to a 
yf concerns in the electric appliance and 
related fields 
The A. E 


established 


iwsbv 


lios 


ra 


in 


sO operated as 


score 


Rittenhouse Company, Inc., 
in 1903, enjoys an enviable 
reputation in the trade for the consistently 
high quality of its products and for an 
invariably fair policy in its relationships 


with wholesalers and dealers 

In addition, the line is backed by an 
aggressive advertising and merchandis 
ing program. F. A. Hughes Co., Inc., 
Rochester, N. Y. is the advertising 
agency 


G. E. Air Conditioning 
Lucas 7 


manager ot 


Brockbank has been appointed 
sales to the government and 
to builders of products of the General 
Electric conditioning and commer- 
cial refrigeration department, it has been 
announced by Elliott Harrington, sales 
manager. He will make his headquarters 
at Bloomfield, N. J., headquarters of this 


department 


alt 
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Landers, Frary & Clark 


Landers, Frary & Clark announces the 
appointment of Robert E. Arnold, form- 
erly associated with the Silex Company, 
iS manager of heating appliances 
to the Electric Trade Division. Formerly 
with Beardsley & Woolcott Manufactur 
ing Company in Waterbury, Connecticut 
as a salesman in New England and New 


1 
Sales 


York State, Mr. Arnold spent a number 
of years in Waterbury and was later 
transferred to New York City and put 
in charge of the Small Appliance e Divi- 
sion of that company 

From September 1933 until February 1 
f this vear when his resignation became 





R. E. ARNOLD 


effective, Mr. Arnold was associated with 
the Silex Company of Hartford. He was 
made sales manager in 1935 and general 
sales manager of the company in 1936. 

Lander, Frary & Clark announce the 
appointment of Hardy B. Payor as assist- 
ant sales manager of the Range and 
Water Heater Division of the company. 

Mr. Payor has | associated with 
Landers, Frary & C 1925 and 


since 


Mr. Fisk comes from Buckley & Scott of 
Providence, R. 1, where he was general 
sales manager of Retail and Wholesale 
Sales Divisions. 


Anchor Distributing Co. 


Appointment of F. Earl Page, formerly 
of Erie, Pa., as district manager of the 
Anchor Distributing Company, of Pitts- 
burgh, has just been announced by 
Harold W. Goldstein, general manager 
of the Anchor company, which is whole- 
sale distributor for Crosley products in 
the tri-state area. 





F. EARL PAGE 


Mr. Page had been general manager 
of a major appliance distributing concern 
in Erie and, previous to that, had been 
service manager for another distributor 
in Pittsburgh 


Westinghouse Home Laundry 


The appointment of John A. Roese, 
Jr., as a sales specialist for the new West- 





HARDY B. PAYOR 


brings to the division a 
nical experience and 
gained only at 
actual selling 


wealth of tech- 
general knowledge 
the factory but by 


and promotion. 


not 


field 


Harvey Whipple, Inc. 


C. W. Cornelssen, manager of 
Harvey-Whipple, Inc., announces the ap- 
pointment of William R. Lawrence of 
Northampton, Mass., as factory repre- 
sentative for Vermont, New Hampshire 
and the Western portion of Massachu- 
setts. Mr. Lawrence comes from the 
Merrill Company, Inc., of Boston, Mass., 
where he was in charge of the Oil Burner 
Division. 

Mr. Cornelssen also announces the ap- 
pointment of C. Allen Fisk of Newton, 
Mass., as factory representative covering 
Eastern Massachusets and Rhode Island 


= | 
Sales 


JOHN A. ROESE 


inghouse “Laundromat,” is announced by 
N. I. Bickford, East Central district man- 
ager of Westinghouse Electric Supply 
Company. He will be located in Pitts- 
burgh, Pennsylvania. 

Mr. Roese was formerly manager of 
the Modern Electric Home, a Westing- 
house dealer, in Meadville, Pennsylvania. 


Central Arizona 


James T. Depp, formerly in charge of 
lighting sales and dealer coordinator for 
the Central Arizona Light and Power 
Corporation has recently been advanced 
to the position of residential sales man- 
ager. He has been with the Arizona 
utility since 1937, coming to that position 
from the General Electric Supply Com- 
pany at Los Angeles. 








| 





Hotpoint 


Miss Clara Jahn has been appointe 
director of the Hotpoint Home co. 
nomics Department, according to a recen 
announcement by R. W. Turnbull, vice. 
president of the Hotpoint Company. Sty 
succeeds Miss Mildred Hickman, wh 
has resigned to be married. 

As Hotpoint Home Economics Dire. 
tor, Miss Jahn will supervise all of th 
company’s extensive home _ economi 


CLARA JAHN 





activities, including the Hotpoint Test 
Kitchens at Chicago, where many of t 

day’s accepted homemaking methods are 
developed; Hotpoint Skillet Club Train- 
ing Classes for salesmen and home eco- 
nomists, as well as directing the work 

Hotpoint’s entire staff of field home 
economists. 

For approximately two years prior t 
her appointment as director, Miss Jahn 
was manager of the Hotpoint Test 
Kitchens. She is a native of Minnesota 
where she received her home economics 
training. She spent several years on the 
home service staff of the Northern States 
Power Company, before joining the Hot- 
point Company as Minneapolis District 
home economist. 

Simultaneously with Miss Jahn’s ap- 
pointment, Mr. Turnbull has announced 
the expansion of Hotpoint’s Home Eco- 
nomics personnel, with the appointment 
of Miss Cloe Boyle and Miss Kathryn 
Jameson to the Chicago Headquarters 
Home Economics Staff. 

Miss Boyle comes to the Hotpoint 
Company from Huron, South Dakota, 
where she has been supervisor of Home 
Economics activities in the Huron Dis- 
trict of Northwestern Public Service 
Company. Miss Jameson is a native 0! 
Kentucky, where she received her home 
economics training at Western Kentuck 
State Teachers’ College. For the past 
eight years, she has been a member 0! 
the Home Service Staff of Common- 
wealth Edison Company, Chicago. 


Schick Shaver 


W. S. McMenemy has resigned a 
secretary-treasurer of Schick Dry 
Shaver, Inc., to devote all of his time 
to sales and service for the electric 
shaver firm as export manager in charge 
of all markets outside of the United 
States. R. R. Merkle, formerly assistant 
secretary and assistant treasurer, 
been elected secretary-treasurer by the 
Schick board of directors. 

Ralph J. Cordiner, president, announced 
that the change would become eff« 
at once. 


B 


F. & R. Lazarus & Co. (Columbus, ©.) 


Edward L. Foster has been appointed 
department manager of major appliances 


in the front street level of the store. ac 
cording to a recent announcement ‘rom 
F. & R. Lazarus & Co., Columbus 0. 
department store. Mr. Foster has ha¢ 


over 20 years experience in the app! anct 
field. 
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‘| HOME COOLER 


























I, 
eves G . 
a 
Test 
of t ° ° . . 
3 ar Modern home cooling with modern fans, easy to install, economical 
a8 and efficient in operation, is bringing a new day of profit-opportunity 
rk of to dealers who are watching the signs of the times. 
hor ; ~ ‘ oe 
And the R « M Portable Home Cooler, built by America’s fore- 
rahe most specialists in quality fan engineering, is the cooler that will 
Test enable you to cash in on this opportunity. 
esota 2 
omics Here is a cooler for small homes, apartments, and offices that does 
ee the work of an expensive attic-fan installation in larger homes. A 
Hot cooler that does not have to be built in; that can be demonstrated on 
istrict ° P ° ° 
your floor or in the home on overnight trial. Just plug it in. 
Saal The beauty, simplicity (no troublesome belts or pulleys), silence, 
Eco- portability, and tremendous comfort-appeal of the R « M Portable 
tment . : a 
thrve Home Cooler make profitable large-unit sales easy. 
sai Investigate this opportunity! Get in on the ground floor of genuine 
tpoint fan-cooling for homes. R & M is a year ahead with the fans that meet 
akota ‘ “ ‘ 
5 cane the need. Send for the new R & M fan catalog. It describes R & M 
Dis- quality fans for every purpose. 
ervice . - 
ive ¢ 
hor 
tuck R « M BANNER FANS 
past BEAT PRICE NEW R & M FAN 
er 
ami COMPETITION! CATALOG READY 
The finest fans in the moder- Get your cony. 
ate-price field are the beau- Packed with fan values, sales helps, 
tiful new R & M Banner and free newspaper advertising mat 
7 : ee f offers, the new 24-page R & M catalog 
as Fans. 10-in. oscillating, only is your guide to 1941 profits. It in- 
Drv $9.95 retail. cludes illustrations and descriptions 
im of De Luxe Fans, Heavy-Duty Com- 
‘ mercial Fans, Air Circulators, Ceiling 
Fans, Portable Home Coolers, Attic 
and Exhaust Fans. Write now for 
your copy. 
CLIP THIS COUPON AND MAIL TODAY 
| Prices and specifications subject to change without notice | 
po------n-n-n------ 


ROBBINS & MYERS, INC. 





Springfield, Ohio 


Send your new 1941 R «& M Fan Catalog. 


ROBBING & MYERS: Inc. 


ATTENTION 
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The customer is KING | 
and Telechron is his 


TIME MINISTER! 











Ki 


Ever since modern electric 


CusroMeR is always right. 


time began. Telechron has been his favorite Time Minister... . 
That pretty well proves that Telechron is right too. Right 


sign. right in service, right in price and promotion. 


Crowds follow the favorite. Put Telechron—the best known 


electric clock—in your clock department—and the King’s 
favo will soon be a favorite with your cash register too! 


Warren Telechron Company, 110 Main Street. Ashland, Mass. 








Model No. 7HI0 an interesting BANCROFT, Mode! No. 3H89, is a design 
" " a plast ase. Available in rose in brown wood, with side flutings of 
brown cole Bezels are of gold ghter wood. Four gold-color metal feet. 

co ata To retail at only 85.95. To retail at only 86.95. 
STEWAROESS, Mode! No. "2H0?, is a BUFFET, Mode! No. 2H07. Popular model 
kitchen wa clock The meta! case is for kitchen, pantry or bathroom wall. 
avaliable in a variety of colors: chrome Molded plastic case in ivory, green, white, 
with ivory, green, black, white, red or black or red colors. Cream-color dial 
all chrome. Retail, 4.995. Model No with bezel of silver-color metal. A fast- 
2HOVA, in tan and gold color, at $5.95. selling clock, to retail at only 83.50. 





SUPERVISOR, Mode! No. 7H!07, is another 


VAGABOND, Model No. 4H89, is idea! for 


alaem in a oractical plastic design. With the ship lover. Mahogany-color pane! and 
mott ad brown case, retails at 83.50. wheel studded with eight metal spokes. 
vOry-22 9 ase, No. 7H107-1, $3.95. A sure seller, to retail at 89.95. 


Telechron 


Reg. U. S. Pat. Off 


SELF-STARTING ELECTRIC CLOCKS 











St. Charles 


The Board of Directors of St. Charles | 
Manufacturing Co., designers and fabri- | 
cators of steel kitchen cabinets, shower | 
cabinets, and sheet-metal products, has 
announced the election of P. P. Mosher | 
as vice-president in charge of sales. Mr. 
Mosher was previously sales manager. 
P. H. Stoermer, formerly the company’s 
factory representative, 
named assistant sales manager. 


been 


has 


sales 





P. P. MOSHER 





P. H. STOERMER 


Newly appointed representative for the 
western for Charles uni-bilt 
kitchen cabinets is J. C. McGinley. His 
headquarters are in Oakland, California, 
with displays in Los Angeles, San Fran- 
cisco and Oakland. A kitchen planning 
service for a wide variety of combina- 
tions of kitchen cabinet units will be 
available from the Oakland headquarters. 


States st 


lroners, Inc. 


Ironers, Inc. has a new salesmanager 
for northern Culifornia in the person of 
Frank M. Wilkins, formerly of General 
Electric Supply Company in Los Angeles. 
According to his brother, Gordon Wil- 
kins, whom Frank now joins, the com- 
pany is to have an enlarged organization 


to handle increased business. 


R. H. Macy & Co. (New York} 


R. Philip been named 
assistant to Fred Fox, major appliance 
buyer at R. H. Macy & Co., succeeding 
Kenneth Hirst who has been named | 
buyer for sections of the housewares de- 
partment. Mr. Gregory was formerly 
in the housewares department 


} 
nas 


Gi egory 


Stewart-Warner Directors Re-elected 


RICHMOND, Va.—The Annual meet- 
ing of stockholders Stewart-Warner 
Corporation was held here today, pre- 
sided over by James S. Knowlson, presi- 
dent and board chairman. 

Election of the board of directors took 
place, resulting in the re-election of the 
seven " James S. 


ot 


incumbents These are: 


MAY, 


| home 






Frank A. Ross, Ralpl \ 
Florsheim, Robert 
Sullivan, and Gar 


Knowlson, 
Shaw, Irving 5S. 
Dunham, Thomas T. 
iner Symonds. 

Mr. Knowlson told stockholder 
« _., Although final figures for the firs 
quarter of 1941 are not yet available 
they should show an improvement ove; 
the corresponding 1940 period.” 


American Home Magazine 


Two new members of American Hoy 
magazine’s food and kitchen equipmen 
economics staff have been ap. 
pointed, according to a recent announce- 
ment. They are Mrs. Annabel B. Fis 
and Miss Marguerite Locke. Mrs. Fis 
served three years with Union Ek 
Company of St. Louis and has been 
teacher of home economics for three year 
Miss Locke, a graduate of lowa Stat 
College, also had four years experien 
with Union Electric Company. 


t 





MRS. ANNABEL FISHER 


West Coast 


New manager of the Portland, West- 
inghouse Electric Supply Company 





J. W. O'Neill, formerly head of t 
Butte, Montana, branch of the co: 
pany. He succeeds C. R. Bach. 


George E. Kelly, former head of t! 
Portland General Electric Companys 
Kitchen Planning Bureau has _ joine 
the staff of the General Electric Supply 
Corporation in Portland. Mr. Kell 
has an enviable record as an appliance 
salesman and supervisor in this fiel 


* * * 


New division manager for the Mon- 
tana Power Company in Missoula is 


Aubrey Knowles. Mr. Knowles wh 
has had a long association with the 
electrical industry in all parts of the 
world, has been with the Montana 


Power Company since 1912. 


: & 2 


O. R. Doerr, general sales managet 
of the Pacific Gas and Electric Com 
pany, heads the Northern California 
Electrical Bureau for the coming year 
chairman of the executive board 
Added to his honors this year also 1s 
the presidency of the San Francisco 
Electric Club. 


as 


W. Ward Davison, Seattle radio and 
appliance dealer has been chosen t 
head the Seattle Radio, Music and 
Home Appliance Dealers’ Association 
for the coming year. Other new off- 
cers include Henry Tague, vice pres! 


dent, W. A. Watts, N. E. Congdon 
and H. A. Schoenfeld as directors and 
Dave Allen, secretary-treasurer. he 
group does effective work in helping 
maintain a standard of reasonable 


trade-in allowances and otherwise «id- 
ing in the solution of merchandi 
problems in this section of the 
country. 


LECT 
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lance busine 


Cincinnati Reds as they watch the Queen City ball squad warming up. Powe . ip (<i 
| rosley, J., president of the Crosley Corporation and president and owner of Sparks Hardware Company of : 
the Rade tennks miles happily at Manager Bill McKechnie (left) while vice couver Wash., iS gI wi t be 
| pre Jent Wa r rile has a twinkle in his eyes that seems to indicate that 4 ’ Pe 4 rs nN , ; A ei 2: 

H Electr Company | he believes the Reds are headed for another championship. (Cincinnati Enquirer te 
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Here’s the HOTTEST NEWS 


In The Oil Heater Industry!” 























ike 
pletely New Line 
f l 0 il H fer 
for 194]! 
New '41 Coleman Super-Circulator delivers (1) ‘‘Furnace-Type’’ warm air circulation (2) Radi ant Hon t 
with two Heat Reflector Doors (3) Direction-Controlled warm air-flow with optional Power 
Low draft performance on ALL Coleman VA ““R30L"’ at $39.95 America’s fastest seller— 
yt! heaters the biggest single feature in the YY, complete with Power Blower only $49.90! 
oil heater industry! 
4 National advertising — 36 million magazine 
"4 Exclusive *‘Furnace-Type’’ Unit on all five W, ads— plus radio!—plus tailor-made dealer 
Ws Coleman Super-Circulator models —‘‘heats promotion plan. 
house like furnace!”’ 
Now! When you combine these new features with the 
Four-model price line at chain store prices! national reputation of Coleman as “‘the heater that sells 
yi! Low investment, quick turn-over, extra and stays sold’’— you have a hot proposition in Coleman 
profits! for ’41! Get The Full Story! Write us today on your 
™ letterhead—without obligation, of course, address near- 
Ss ice. De ‘M-20 
Power Blower with new exclusive Direction- est office, Dept. EM-20. 
YW, Controlled Warm Air Flow—optional on all THE COLEMAN LAMP AND STOVE COMPANY 
: a : Wichita, Kans. Chicago, Il. Philadelphia, Pa. Los Angeles, Calif. 
Super-Circulators! OD-20 
( 









‘A HEATER 
FOR EVERY 
HEATING 

NEED!” 





RICAL MERCHANDISING—MAY, 1941 PAGE 73 











































































The Puget Sound Power and Light 
Company’s new all-el 
ceiving some eftec 


tric rate s re 


tive advertising It 


pointed out that an abundant supply 
water iy ye obtained nder 
t ita abou $1 ror 
i ine ea 1 that the ef-a 
) f tr vered, at 
é i d tuel 
; ; 
Prottas & Leavitt, sehold fur 
| tor i { ra Elect 
i t Wa i I y 
al 
i i t he 
part ent > citiW ged 
l 4 i trath 
} rn ‘ 
> 
VWuoting eleetr ‘ ranges nstalled 
; above sregular list prices is the 
un idea back of thi S$ vears electric 
! romotion onsored by the 
Mentena Power Company throughout 
t territory idea that ‘ 
ler will make ugh from the 
ld to already, wired homes t 
deficit ! the < t I wiring 
where the new owner as 
previously cooked electrically 
xteen brands of ele tri ranges are 
1 in the program, among 
ree r tour-uni® apartment type 
rang which sells $86.50 
illed, or, without the cooker pot 
$ 50 The power < pany sug 
ts regular days each month when 
dealer shall tie-in with power 
advertising, rather than a 
ittered barrage throughout the 
Chis was tried out during the 
ful cooking « impaign last vear 
+ } | r lige 
‘ tore and window displa 
Hoover vacuum lea with 
lemonstratior yn the sales floor, was 
iM 1 eV Hennessy’s of Butte, 
Montana. The activity was part of the 
nat nal H I romotior nd dealer 
t 
) yf 1 ’ 
last i i ng to I K 
nding 


Q im manager 


| department of Tull & Gibbs. 


Spokane, Wash., was the combinatio 
1 clock which was offered as a 
witl Philco refrigerators 
clock and radio were in them 
Ive desirable is kitcher accessories 
1 ell 300 refrigerat it 
rage price f about $165 


* * * 
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Another Prize for George Whitwell 





George K. Whitwell, Philadelphia Electric Co., 
accepting the 1940 gold plaque symbolic of the Howard G. Ford Award for 


outstanding achievement in sales management. 


vice-president in charge of sales, 


Presentation was made by John 


R. Hartman, of the Price School of Advertising and Journalism, (holding plaque); 


n the presence of Harold J. Cowell (left), 
Associati 


grand pian 
ure display 
floor of the 


also been 
organizatior 
time exclus 


on: and Howard G. Ford 


of the William H. Hoedt Studios, 


president of the Sales Managers’ 
Inc. 


Western 


NEWS FLASHES 


»§ to its stock Che pianos 
ed on the regular sales 
store. Two salesmen have 
added to the staff of the 
1, one of them devoting his 
ively to piano selling 

* 


The Emporium, San Francisco, now 


Mon 


has a 


housewives, 


sents a pict 
store 
| 


the 


1 
electrical af 


Confident smiles brighten the faces of the 
Cincinnati Reds as they watch the Queen City ball squad warming up. 


of interest to 


broadcast 
Jean 


day morning 
at which 


ure of dr 


for 
Abbey pre- 
amatic news about 
women. The 


ypliance department comes 





in for its share of this excellent pub- 
licity 
* * * 
An “Easter ham” was given with 
every refrigerator or electric range 


sold during Easter week by the Silver 


State Appliance Company of Reno, 
Nevada. 
ae * . 
Wm. H. Johnson, owner of the 


Supreme Radio Company of Portland, 
Oregon, believes in providing a good 
example. He has recently installed 


Getting Set for Another Pennant 


“Big Three" of the world-champion 


Powel 


Crosley, J., president of the Crosley Corporation and president and owner of 
the Reds (center), smiles happily at Manager Bill McKechnie (left) while vice- 
president Warren C. Giles has a twinkle in his eyes that seems to indicate that 
he believes the Reds are headed for another championship. (Cincinnati Enquirer 





mpanv alike eastern Washineton 
t Ida 
> * 
Reversing t ro¢ by which 
res are taki n electrical 
equipment, . Hon Electric panes 
of Boise, Idaho has recently dded 
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a Philco air conditioner in his own 
home and plans to use it for demon- 
stration purposes in convincing his 
prospects of the value of air conditio: 
ing for the home. 


x 2 6 


Meier & Frank of Portland, Oregon, 
have recently installed a complete Gen- 
eral Electric kitchen in their electrical 
appliance department, in addition to 
the Westinghouse kitchen already in- 
stalled. They plan to push kitchen 
cabinets, porcelain tables and other 
accessories for complete kitchen mod- 
ernization. 


: +e 


Announcing a “no down-payment, 
$3.99 per month” deal on refrigerators, 
McMahon’s of Fresno, California in a 
three-quarter page, two-color ad ran 
pictures of fifteen of their staff, with 
sales arguments quoted from each one 


[he store gives “Seven Reasons” for 
buying from their organization, 
cluding: 1. No red tape to open an 


salesmen em 
company in 
paid to 


No outside 
No finance 
No commissions 
Free delivery anywhere in 
California. The store carries its 
own accounts and 7. The customer 
deals with McMahon's direct 


account 2 
ployed. 3 
volved. 4. 
anyone. 5 


o£ ¢ 
The Paris Company of Salt Lake 


City announces its second carload sale 
of Kelvinators since the first of the 


year. This involves two 1940 models, 
sold at $104.75 and $124.95 respec 
tively. Robt. Nevins, manager of the 


electrical department at the Paris, re- 
ports that the big demand during the 
first carload sale was for the most 
expensive of the two boxes. In his 
experience customers are looking for 
quality and conveniences and once 
they set eyes on the more completely 


fitted box, do not care to consider 
the lesser priced model. The same 
holds true of electric ranges in his 


experience. 
* * * 


“March is the Month to go modern,” 
said the Bureau of Power and Light 
of Los Angeles, advertising 1941 elec 
tric ranges in its spring range promo- 
tion. The ads suggest eight points 
for the customer to check. They 
should, says the Bureau, look to see 
if: 1. The range has fast 5-speed 
elements, 2. Big roomy ovens, 3. 
Rounded, easy-to-clean corners, 4. 
Full insulation on all six sides of oven, 
5. Interior oven light, 6. Signal light 
to show whether range is off or on, 7 
Mirrorlike stainless porcelain finish 
and 8. More economical operation 
With few exceptions, dealers in this 
territory cooperated in the special gift 
offer of Wear Ever aluminum, which 
was a feature of the industry-wide 
promotion on ranges under way dur- 
ing March in southern California 


& & @ 


That Portland, Oregon, will have 
1,800 new homes constructed during 
1941 is the prediction of the North- 
western Electric Company. Some of 
the new home owners will already 
own a number of electrical appliances, 
they point out, but even for those who 
electric range, water heater, 
refrigerators, washer and such devices, 
there remains the opportunity to sell 
a dishwasher, an electric clothes dryer, 
and an air conditioning installation 


possess 


* * * 


A new record and radio department 
has recently been added by the Calef 
Furniture Company of Portland, 
Oregon. 


* * * 


The small appliance business of the 
Sparks Hardware Company of Van- 
couver, Wash., has grown to the point 
where it ranks as a regular depart 
ment of the store. A sales clerk has 
been employed to devote her entire 
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time to small appliance sales. 
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I “Here’s the HOTTEST NEWS 
= In The Oil em nl ‘ 
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Coleman 
Announces A 

“| Completely New Line 
“| of Ten Oil Heaters 
: for 1941! 














4 New "41 ieee Super-Circulator delivers ay: ‘Furnace- Type"’ warm air circulation (2) Radiant Heat 
eed with two Heat Reflector Doors (3) Direction-Controlled warm air-flow with optional Power Blower | 


: And Only Coleman Gives You All Six Big Sales Advantages for 1941! 


this bys J Low draft performance on ALL Coleman iG Wy J “*R301’’ at $39.95—America’s fastest seller— 
gift f ° ° ° Zz. . 


heaters—the biggest single feature in the complete with Power Blower only $49.90! 








wide oil heater industry! 
1 Jf National advertising — 36 million magazine | 
No Exclusive “‘Furnace-Type’”’ Unit on all five Neu. ads—plus radio!—plus tailor-made dealer 
_ W, Coleman Super-Circulator models —‘‘heats promotion plan. | 
ring house like furnace!”’ | 
oe Now! When you combine these new features with the 
eady UG Four-model price line at chain store prices! national reputation of Coleman as ‘‘the heater that sells | 
nees, fs Low investment, quick turn-over, extra and stays sold’’— you have a hot proposition in Coleman | 
ry profits! for 41! Get The Full Story! Write us today on your 
vices, letterhead—without obligation, of course, address near- 
4 =o Power Blower with new exclusive Direction- est office, Dept. EM-20. 
NM, Controlled Warm Air Flow—optional on all THE COLEMAN LAMP AND STOVE COMPANY | 
"i ’ Wichita, Kans. Chicago, Ill. Philadelphia, Pa. Los Angeles, Calif. i 
al Super-Circulators! aia | 
Calef 
Hand, 







““A HEATER 
FOR EVERY 
HEATING 
NEED!” 
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You have a 


4d a hh 4d 
clincher 


imside the refrigerator 











Now HERE is cleanliness more important 
than inside a refrigerator. Here you have 
some strong talking points in the porce- 
lain enamel that will hold your prospect's 
interest. 

You can explain that porcelain enamel 
is a true mineral substance fused to a 
special iron at about 1550° F. Food acids 
will not stain its glossy, sanitary surface. 
It will not retain food odors. Cans and 
bottles cannot readily scratch it. Clean- 
ing takes only a few minutes and the 
durable porcelain enamel is as gleaming 
and sanitary as when new. 

When you can show the famous Armco 


trademark advertised nationally for 27 





years your prospect will be still further 
impressed. It means that the porcelain 
enamel has been fused on Armco Ingot 
Iron, more widely used for this exacting 
purpose than any other metal. 

Write for a free copy of the valuable 


booklet. 


Enamel.” And when you order refriger- 


“Selling Points on Porcelain 


ators made of Armco Ingot Iron, ask the 
manufacturer to attach this familiar label, 
so you can point it out to your customers. 
The American Rolling Mill 
Company, 1351 Curtis Street. 
Middletown, Ohio. 


MAY 


' 
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Selling one fourth of its full yea 
quota of electric range sales curing 
| January and February is the recor 
of the Charles T. Bross Hardway, 
Company of Rainier, Oregon. Ne 
less to say, the firm is looking forwa 
to a good year. 


* * * 


So keen is electric water 
competition becoming in _ Seatti 
Wash., where both electric utilit 
offer special rates for “all-electr 

| homes, that the Seattle Gas Compa 
is offering to rent gas automat 
storage heaters at $1 per month, t 

| rental to be applied later on the 

| chase price if the customer decides 

| buy. 


| a 








A model kitchen with look-in rang 
| and latest model refrigerator both 
| operation in the hands of an ¢ 
enced demonstrator was part o 
E. Saviers exhibit at the Re 
Housing Exposition. Included 
exhibit also were heating and air 




















ditioning equipment. The kitche it's Cap 
designed by the Saviers own kit i. tnlnal 
planning service, which was t leet ail 
called to the attention of the 1 
Visitors were given tree chances at Fort Be 
a 1941 model de luxe Westing a leave o' 
refrigerator manager ¢ 
the West 
eee sion. J. R 
The B. C. Electric has moved 
its old quarters in West Van ae 
B. C., to a new building espe 
| designed to meet its needs, including 
modern well lighted store and dis t offer 
room The opening took the pany of | 
of a reception during which the stomMfoifers a “c 
remained open until 9 p.m.. offer aner tra 
hospitality to hundreds of interest 
visitors. 
malate Reno, N 
g Expo: 
March was a busy month in Sa March 
Diego, California. Featured were: re out 
frigerators, washers, ironers and ra del kite 
reallocation, while preparation for t ve hun 
Spring Fair was under way her zes he 
of refrigerator advertising tied in w vds du 
the government requirement that 
tric refrigeration be included 
federal defense housing projects \ three- 
using S 
clean al the H 
The Paul Schatz Furniture Cong§Reno, Nev 
pany of Portland announce a new! ecial ser 
ager for their electric appliance installi 
partment, D. M. Varney. and ar mes an 
mplete Westinghouse line 0 visite 
I food 
* * * : a 
ir refri; 
\ free ten-day trial on a Gen re old. 
Electric vacuum cleaner was the tr 
Celebrat 
rsary, t 
; vompany 
Information, Please! riety of 
trical 
ture of 
e firm 
| isfirst co 
Matement 
fact 1 
does 
mces and 


Ire hett 


tir new 


; mode 
be Today.’ 
Water 
| romotion 
s & El 

Meevifornia 
Wvertising 











anc 
me pi 

ctrical 

Titory, 
| Kramer’ 
eee hd a | 

| * 
| Like-Belt Stoker's “information boo*h and 
the Detroit Builders’ Show was se aa 
over 200,000 qualified prospects. liv: 
of booth was the attractive backg inf 


above. 
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an ve SLL Economy With Your Washers 


“WHICH WASHER COSTS LEAST TO RUN?” 








It's Captain Ross now. A Captain in 
the Infantry Reserve, F. E. (Ed) Ross has 
been ordered to one year's active duty 
at Fort Benning, Ga. He has been given 


4 ~ 
a leave of absence from his position as 
manager of refrigeration advertising for 
the Westinghouse Merchandising Divi- i 
sion. J. R. Clemens takes over his work. a 
t offer of the Poole Electric Com- 


“THAT DEPENDS LARGELY ON THE MOTOR. 
fiers “cash allowance” for the old WITH THE SUNLIGHT MOTOR ON THIS 


Gass? den WASHER, YOU CAN BE SURE OF ECONOMICAL 


Reno, Nevada held a Better Hous- . 
g Exposition during the last week o} 22'¢-0810), B HERE ARE THE REASONS: 
Sa March at which electrical firms 
r re outstanding exhibitors, with 
del kitchens and appliance displays. 
ir hundred dollars in cash door 5 P ss F 
Thenfrizes helped to attract capacity “The Sunlight motor is a high-efficiency motor—which, of course, means 


vds y 4 5 c-da sho 4 . . . . 
oe Ce Sve-cay caw. economy in the use of electricity. Laboratory tests show that it saves on 
electric bills, as compared to many other makes. But still more important 





* * * 


\ three-quarter page ad showing its 


weiner Sheer suediel keléchen was ened are the features that make the Sunlight motor virtually trouble-free—that 
Ce Lo a See a protect you against the possibility of breakdowns and repair expense. | 
m » ‘ Ce Z > Oo oO e 
v1 secial service it is prepared to render ° ° : 
inctdilinn “sachans bitchons” in “The Sunlight motor safeguards itself against overloads and the danger of | 
a i dace ie cee stalling and burning-out by its ability to supply more than three times the | 
h food preserving jars, providing full rated power whenever needed. Double fan 
ir refrigerators were five years or we : . : : * 
a oh —T ~ ventilation protects the windings against heat dam- 
eee ee . age. The rotor is welded together—not soldered, 
elebrating its first year’s anni- r- as in many other motors—thus obviating the danger 
ila yell = Sees a of short-circuits from melted solder. The bear- 
| riety of ads featuring its various 4 ings oil themselves for the life of the washer. 
trical equipment and showing a ° ‘ - > s , , x 
semailliciure of the manager, F.C. Burchett. Think of how much trouble and worry that will 
A e firm states “customer service” as Save you. 
's first consideration and in an 8-point 














' 
5 Natement of its principles, emphasizes 
> fact that it gives no premiums, 
TT; nt does offer liberal trade in allow- 
ces and normal low prices. The 
irchett family recently moved into 
tir new home in Reno, an all-elec 
model of the Kelvinator “H¢ 


Today.” 


“The Sunlight motor means greater economy in 
washer operation because it is built especially for its 
job by men who know how. It is the product of 
more than 24 years of experience in building more 
than 4,000,000 of them.” 


lome 


rs 


Ss + ~¢ 


Sunlight Electrical Division, General Motors 
Corporation, Warren, Ohio. 


Water heaters and ranges divided 
fomotional honors from the Pacific 
8s & Electric Company in northern 
dlifornia during March Newspaper 
ivertising and specially designed bill- | 
Mards and bill stickers are being used | 
y power company to promote 
‘ctrical equipment in much of its 
ritory. 










Saas, 
DEPENDABLE WASHING MACHINE a | 
i *) MOTORS FOR TWENTY-FOUR YEARS “//\° 


UNLIGHT MOTOR 


| | 
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* * * 


Kramer’s of Fresno, California has 
fed a furniture department to its 
and electrical appliances, intro- 

ig it to the public by means of 
zzle contest, prizes for which in- 
ide living room, dining room and 
(room furniture, as well as an Apex 


g und 
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Sen: Mle 
ALL WELDED STEEL CONSTRUCTION 


Morton Kitchens 
Put You in Command 


You don’t need to limit yourself! When you sell the 
IDEA of a modern kitchen, there’s an easy way to get 
all that’s coming to you. Handle the MORTON line. 
It's complete—it has all types of kitchens including por- 
celain enamel cabinet-sinks, continuous sink-tops and 
deluxe models. That's why dealers like MORTON. When 
you sell this line of steel kitchen cabinets and acces- 
sories, you're in command of the situation. You won't 
lose any sales. You won't need to make excuses for 
missing units. Short lines are unprofitable. 


PUSH MORTON PACKAGES! 


It's easy for you to merchandise MORTON steel kitchens 
with low-cost PACKAGE ENSEMBLES for 6, 7, 8, 9, 10-ft. 
wall areas. Each one features the Prefabricated Lino- 
leum Continuous Sink-Top. Trimmed in stainless steel, 
it is united with the sink: provides water-tight binding. 
Big eye appeal and utility value. 


MANY SELLING FEATURES 


MORTON offers great flexibility of arrangement for any 
floor plan. In addition, note these sales points:—modern 
design—deluxe quality at competitive prices—all-welded 
steel construction—beautiful white Mortelite enameled 
surfaces —chromium-plated handles — semi-concealed 
hinges—adjustable shelves—finger-tip drawers—reces- 
sed base—and other features. 





Why not give yourself a DECLARATION 
OF INDEPENDENCE by getting all the 
facts? Write Building Division for Bulle- 
tin EM-415 NOW. Sell MORTON KIT- 
CHENS along with your other appliances 
and MAKE MORE MONEY PER UNIT OF 
SALES EFFORT. 


MORTON MANUFACTURING CO. 


5105-43 West Lake St., Chicago Est. 1901 





PAGE 76 





Getting Their Sales Facts Straight 
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Moon Bros., Gibson distributors in Detroit, believe in bringing salesmen to head- 
quarters to get inside information on products they sell. Here, F. E. Basler, Gib- 
son general sales manager, feeds the inside dope to salesmen from Central Stores 
and Finsterwald Stores of Detroit—part of Moon Bros. delegation. 


An electric cooking school, combined 
with a fashion show and bread and 
cake baking contest was held during 
the first week of April in Salt Lake 
City under the sponsorship of the Salt 
Lake Tribune. Prizes for the contests 


were presented by the South East 
Furniture Company, Axelrad’s and 
other local cooperating firms. 
* * * 
Low prices but no trade-ins were 


featured recently in a combination 
washer and ironer sale by the Sterling 
Furniture Company of Salt Lake City. 


ees 


Reed R. Smith, manager of the 
newly organized Wright Electric Com- 
pany of Ogden, Utah was recently 
elected chairman of the Ogden Elec- 
trical League, taking over from Vern 
Brown, retiring chairman, who auto- 
matically now becomes vice president, 
representing the Ogden division on 
the board of trustees of the Electrical 
League of Utah Fred Schoss is 
chairman of the Ogden membership 
ommiuttee 


* * aa 


Ted Ellis, manager of the Graham 
Boyle Hardware Company of Rex- 
burg, Idaho recently won $200 as sec- 
ond prize in a radio sales contest 
sponsored by the Salt Lake Hardware 
Company for intermountain dealers of 
R.C.A. radios. First prize of $300 
went to Lyle Butters, salesman of the 
Boyle Furniture Company of Ogden. 


* ” ” 


“Save $30” on your electric 
now under way in 
northern California, received excellent 
attention during March in Fresno, 
California, where local dealers joined 
in more than a page of cooperative 
advertising and publicity. 


Phe 
range promotion, 


* oa *. 


Manuel Joseph’s Sacramento elec- 
tric store recently held a_ two-day 
cooking school, featuring General 
Electric equipment. Ladies who at- 


tended were promised a small gift and 
new recipes, as well as information 
in regard to the use and care of their 
electrical equipment. 

7 * * 


Schoenfeld’s of Tacoma, Wash. have 
taken on the General Electric line of 


appliances for that district. A. L. 


MAY, 


Oxberg is manager of the electric 


partment of this home _ furnishing 
store. 
> > > 
During the hardware dealers’ « 


vention at Long Beach, California, t 
Southern California Edison Compan 
maintained a booth which was tur: 
over to distributors and manufacturer 
for the demonstration of electric gril 
and _ roasters. Demonstrators wer 
present to display Westinghouse, Ger 
eral Electric and Sunbeam equipme: 


March was “all-electric” month 
Grays Harbor, Wash., where the G: 
Harbor P.U.D., and Aberdeen 
Hoquian appliance dealers stage 
cooking schools, displayed model k 
chens and otherwise promoted 
electric idea. The program for 
year, as outlined by R. W. Beck 
P.U.D. manager, calls for the sale 
750 new ranges, 600 water heaters a! 
800 refrigerators in this district 


The British Columbia Electric Rai 
way Company, under the auspices 
the Home Appliance Council, 
sponsor an electric range promot! 
from May 1 to June 15. During Apr 
refrigerators were the center of activ 
ties in this section, with a refrigerat 
show to stimulate public interest 


New Westinghouse appointments 
the Pacific Coast bring W. J. How 
formerly of Pittsburgh, Pa. to 5 
Francisco where he becomes assista! 
to the’manager of the Pacific C 


district. He succeeds Paul V. Whal 
who was transferred east some | 
ago. A. E. Hitchner, manager of t 


Los Angeles office since 1926, has be 
made commercial assistant to ¢ 
Pacific Coast district manager, w! 
Alan J. Bronold, formerly of ( ag 
takes over the managership of t 
Angeles office. 


April was the final month 
northern California industrywide el 
tric range and water heater campaig! 
Principal features included a $ $ 
count on ranges and $10 on wate 
heaters, and 4 contribution toward 2 
vertising by the Pacific Gas and Elec 
tric Company, supplemented | 
contribution from suppliers. 
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SENSATIONAL NEW “LEX ASSORTMENT 
OFFERS 48/ PROFIT. . . . Gyrck Jurnover 































BWK8-B (FREE) 


CONTENTS OF THE 2“iLEX ASSORTMENT: | 





2 BWK8-B @ $3.45 . $6.90 All models supplied with upper and lower 
1 BWE8-B @ 5.45 .. 5.45 bowl covers, Dippex, and 12 stringless 
1 BWK4-6-B @ 295.. 2.95 cloth strainers. Moldex table mat with 


kitchen range models. Pyrex brand glass 


1 SAE8-TI with tray.@ 7.45 . . 7.45 used exclusively. “Self-timing” stove on 


> Rail 1 BWK8-B @ 3.45 .. 3.45 FREE all electric models. Moldex buffet tray 
es $26.20 and “Anyheet” temperature contro! with 
$26.20 VALUE FOR $22.75 LIST Saratoga (SAE-8-TI) 


LIST VALUE $26.20 DEALER COST $13.65 PROFIT $12.55 or 48% 








For every dealer, large or small, here is the greatest profit-making Silex Glass Coffee Maker 
Assortment ever offered! You get a $3.45 Bretton Model ABSOLUTELY FREE! ... when you buy 
five popular Silex Glass Coffee Makers . . . All fast-selling, wide neck models! No “lemons” here! 
Buy 5 — get 6!! See your jobber or write to us, giving us the name of your Silex jobber. Do it TODAY! 


DEALER HELPS — FREE. Silex packs with each assortment one powerful sales pulling 4-color 
= process display card for counter or window use; one large 2-color window streamer 
that’s sure to bring in customers; and 50 each of two different 2-color envelope en- 
closures for counter use or for mailings. Newspaper mats available. 


SEE THE SILEX DISPLAY AT THE NEW YORK HOUSEWARES SHOW BOOTHS 
Nos. 169 — 171— ATLANTIC CITY AUDITORIUM — JULY 13-18. 


THE SILEX COMPANY 


Ble See. HARTFORD, CONNECTICUT 


CREATORS OF THE GLASS COFFEE MAKER INDUSTRY 
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PRODUCT OF GENERAL MOTORS 


Delco DeLuxe 12” 





With the wonderfully complete 1941 line of Delco Fans you can 
satisfy every customer's needs and pocketbook, so there is no 
reason for losing a single sale. That means profits! 


Send for the Catalog Today 


See the new good-looking Delco Northeaster Fans which are 
the leaders of the low-priced field. Take a look at the up-to- 
the-minute cylindrical Ventilating Fans —the big wide-blade 
Aircirculators—and compare the Delco Deluxe 12" Fan for 
absolute top-notch fan design and appearance. Then you will 
see why you can make more money selling Delco Fans this year 
than ever before! 


DELCO APPLIANCE DIVISION 
GENERAL MOTORS SALES CORPORATION 
ROCHESTER, NEW YORK 
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| WANT 
AN ELECTRIC RANGE WITH 


CHROMALOX 


COOKING UNITS 


SHE PREFERS THEM BECAUSE 


they have seven heats from “HIGH to “WARM” 
that cut all guesswork out of cooking. . . Because 
they have far greater contact surface, touching 
the utensil bottom all over, transmitting heat the 
fastest way... Because their flat top is easi- 
est to clean... Because they have “Two-units- 
in-one”—a small and large cooking area on 
each unit, for small utensils as well as large... 
and most of all, because she can cook better 
with them. 

SELL RANGES WITH CHROMALOX UNITS and 
you'll sell more ranges. The book “How to Sell 
More Ranges” will tell you why. Write for it. 


100 Te 250° 
weore CONTACT 
KING SURFACE 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
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NEW LITERATURE AND SALES HELPS 
FROM THE MANUFACTURERS 


FARIES MFG. CO. 


A new catalog (No. 44) has been is- 
sued by the Faries Mig. Co., Decatur, 
Ill., covering their complete line of 
fluorescent bed lamps, desk lamps, floor 
lamps, pulpit and music lamps, com- 
mercial and industrial fixtures. The items 
are all allustrated and described includ- 
ing a number of new lamps recently 
developed by the company. Particular 
attention is called to No. 3115, according 
to J. V. Everard, advertising manager 
of Faries, a fluorescent fixture giving 
satisfactory distribution of light on the 
horizontal as well as the vertical plane. 


ALTORFER BROS. CO. 


A new ABC full line folder (Form 
A-70-A) been issued by Altorfer 
sros. Co., Peoria, Ill., according to W. 
H. Kinsall, manager of the publicity de- 
partment. The folder is attractively 
printed in two colors and shows the com- 
plete line of ABC washers and ironers, 
together with factual consumer informa- 
tion about each model. General informa- 
tion is given relative to home laundry vs. 
rcial laundry The new 
folders are now being passed out by ABC 
le aler 


has 


costs. 


commie 


s to prospects. 


EMERSON ELECTRIC MFG. CO. 


Three new catalogs have been issued 
by the Emerson Electric Mfg. Co., St. 
Louis, Mo. One is an air circulator 


catalog (X-4058) of eight pages describ- 
ing the complete line of Emerson air 
circulators. Pictures of installations, 
detailed specifications and performance 
information is included. Exhaust and 
ventilating fans for industrial and com- 
mercial uses as well as domestic installa- 
tions are described in another 16-page 
catalog (X-4059). Dimensions, prices 
and performance are included for all fans. 
Another catalog is a pocket-size, 24-page 
job featuring nearly 100 models of all 
types of fans made by the company 


(X 4000). 


FAIRBANKS MORSE & CO. (STOKERS) 


The new 1941 sales literature of the 
Fairbanks Morse Co. Stoker Division, 
600 S. Michigan Ave., Chicago, Ill. is 


ready for distribution. Enyelove stuffers 
are free but there is a small charge 
for quantities of the other booklets and 
bulletins covering various phases of the 
F-M stoker line and consumer literature. 
General literature includes two booklets 
on automatic heating and two envelope 
stuffers; on the bituminous domestic 
models is included a general cata- 
log, three different models, 
a broadside on F-M automatic heat and 
ies of envelope en i 


there is 
bulletins on 
1 ser losures. There is 
also a catalog on anthracite models and 
a further series of bulletins and envelope 
1 


stuffers covering anthracite and com- 
mercial bituminous models. 
TRICO FUSE MFG. CO. 
Trico Fuse Mfg. Co., 2948 No. 5th 
St.. Milwaukee, Wis. catalog No. 50 is 


full of valuable information on how you 


can secure maximum fuse protection— 
remove and replace fuses safely—elimi- 
nate poor contact between fuses and clips 

and lubricate all types of bearing sur- 
faces with modern, visible, automatic 
oiling devices. 


SIGNAL ELECTRIC MFG. 


A new 28-page catalog has just been 
issued by Signal Electric Mfg. Co., 
Menominee, Michigan. With a four 
color cover printed from process plates, 
in modernistic treatment, this catalog 
shows the complete 1941 Signal fan line 


MAY, 


of desk, pedestal, vent, exhaust, air c 
lator fans and automatic shutters. la 
page has a large illustration of the fa 
described, with complete  specificatior 
and list prices. 


HOTPOINT 


A new series of sales helps, directed t 
the farm market, have been made avail- 
able by The Hotpoint Company for r 
tailers serving electrified rural areas. T 
series includes six printed pieces, ea 
planned to emphasize features and use- 
values especially desirable to farmers ar 
farmers’ wives. 

The general folder or broadside, en- 
titled “City Convenience for the Country 
Home, shows how Hotpoint appliance: 
can enrich farmers’ lives, lighten their 
work, make home life more enjoyable. | 
covers ranges, refrigerators, water heat 
ers, and home laundry equipment. A 
individual refrigerator folder, entith 
“Roomy,” features the big Hotpoint &2 
cu.ft. model, with its extra capacity, s 
well suited to farm needs. The rang 
folder, “Ideal for Farm Kitchens” al 
features large capacity for the big-meal 
requirements of the farm, as well as t 
“Zephair” Hotpoint kitchen heater \ 
water heater folder, “Every Day is Hot 
Water Day on the Farm,” explains h 
farmers with electric water systems cat 
always have a plentiful hot water supp 
at low cost. “Big Washings Are N 
Bugaboo” is the home laundry folder 
showing how large washings may be done 
in a fraction of the usual time. 


Manning-Bowman Has Special 


Table Broiler Offer 


MERIDEN, CONN. — Sale-appeal of 
Manning-Bowman’s table broiler will be 
even further increased during April, May 
and June by a special combination offer 
that features a 153 inch silver plated 
“Well N’ Tree” meat platter at a con- 
sumer saving of $4.00. 





Special 


display for Manning-Bowman 
Campaign. 


\ natural companion piece for the 
table broiler, this meat platter is manu- 
factured and guaranteed by the Interna- 
tional Silver Co. also of Meriden, C: 

The platter’s retail value if sold sepa- 
rately is $6.00 but when purchased with 
the regular $9.95 table broiler, the special 
combination price is only $11.95. 

National advertising in Life and Amer! 
can Home throughout the campaign 
period will reach a total audience of more 
than 47,000,000 people. Dealers pariici- 
pating in this sales drive will receive ‘ree 
two feature display pieces, two ad ca:ds, 
a window sticker, quantity of imprinted 
consumer hand-out pieces, and mats 
local newspaper advertising. 
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Philco Announces 
Consumer Premiums 
HILADELPHIA—A three-way con 


ner dividend sales plan to capitalize 
the popularity of the 1941 models of 
ilco refrigerators was announced by 
ilco at a recent series of regional sales 
meetings in Chicago, San Francisco 
iladelphia, Memphis and Atlanta. 

[he new merchandising program will 
ng to purchasers of the Philco re- 
rigerators added bonuses in the form of 
tchen- radios and combination kitchen- 
idio-clocks, especially designed by 
1ilco engineers for this sales promotion, 
and not available to the general market 

All purchasers of Philco super-quality 
refrigerators will be presented a kitchen 
, radio, valued at $20. All buyers of Ad- 
vance Design models will receive the 
kitchen-radio-clock combination, which is 
valued at $30. 

To open up new customer fields, Philco 
dealers will present a water-chiller to 
*s each person visiting the store and receiv 
ha ing a demonstration of the new 1941 

Philco refrigerators during the promo 


tion 


— 


hs 





The launching of the new sales-promo 
tion plan will be accompanied by extensive 
advertising, a wide variety of promotional 

9 literature and pamphlets and the standard 

- refrigerator display and consumer mate 


Hot Ilg “Silent Salesman" 








77 1 For Twelve Years the POST Has Been 
SN OR Telling Your Customers About 


will be provided with the printed sticker 


shown above in order, according to the 7 
company, that (1) builders can help sell * 
homes with the Ilg name (2) the product : ‘ 


is tied in with national advertising at the 
point of display and (3) the installed 











d ‘ q For more than a decade—ever since rust proofing. They have seen how 
product may be identified for other pros- og eee mie aie 

; : ; Bonderizing was perfected — millions Bonderizing holds the finish—neutral- 

pective home-builders. For builders, Ilg fb € Refri d Wash a a fec f : ; 
cove, © te © “dllea? soleemen". of buyers of Refrigerators an ash- izes the effects of moisture—protects 

ing Machines, as well as scores of other the metal from rust. 
« products, — learned the good When you tell your prospect that the 
, pocae of Bonderizing through oo product you sell is ‘““Bonderized” he 
“ Cc Of Bridal.Ti sistent advertising in the Nation’s knows what you are talking about. 
~v — See Soom: eageeenes. He knows the extra value it adds to the 
Promotion 


Other millions have had actual ex- product. It makes 





an . > } 7 > ; =< ‘ > 
CHICAGO—Geared to tie in with Jun perience with it on their auto- YOursellingeasier. 
as “No. 1 Brides’ Month”, the Cory cof- 4 . . : 
wing folks ein an: it a nal i \ mobiles, steel windows and elec- If the product is 
‘ al ‘ eae 4 « . . . 4 
‘Quick Moving Assortment”—the “Bride ) trical equipment. They have Bonderized, tell 
Special”. The tie-in with brides in- experienced the economy of the prospect. 
! ludes: (1) Invitation cards to mail out SEND FOR THESE BOOKS 
- < . . P . ~ J 4 H 
- to preferred prospects interested in wed- j PARKER RUST PROOF CO., 2164 E. Milwaukee Ave., Detroit, Mich. For26 years this companyhas 
ling gifts. (2) Free Cory Bakelite devoted its cutive vesaurees 
measuring cups of the new walnut-tone a pth Loon ates or ag oe 
lor “give away”. (3) Window stream- : scribing the Parker processes 
I (4) Counter Cards. (5) Mats for are available to manufac- 
l€ naner . . turers and technical men 
ewspapet ads featuring Cory as an > Send for your copies. 
ideal gift. (6) Complete suggestions for 
gn ompiling mailing list and following 


rough with an effective promotion. The : 
, assortment also provides an extra valu i 


in tree replacement glass. Special cir 











ls, ‘war describing this timely deal obtained Bi ee, pee ese rstogs os ' tree 
d y addressing Glass Coffee Brewer Cor- , : : 
ration, Chicago. 
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DEALERS Sell 


Wie 


LIGHTING IS UTILITY'S BEST RESIDENTIAL MARKET, 
_ _ RESTOFSKI SAYS AT E.E.1. CONFERENCE 


Little ALEA Certified Fixtures in Chicago Debut 
Giant 


Models 








TURN ANYTHING ELECTRICAL 
ON AND OFF REGULARLY 


For Window Lights, Signs, Heat, 
Fans—Hundreds of Useful Jobs 


Se/t-Starting 
e Dial; One Minute Ac- 
I ‘ i Room; 
t.P.M,. Indicator 


20 Amp $12.00 
13.00 

00 

00 

2.50 





vers 

Dealers Cash Pric %, From List 
- 4 id 

Carried by Jobb Everywhere 


FACTORY REPAIRS 








’in-to-Wall lamp, 


new ceé 











Members of the Home Lighting Equipment Sales Committee of the E.E.|. inspect- 
ing the certified fixtures at the American Lighting Equipment Association's 
exhibit. Left to right—H. A. Stroud, sales promotion manager, Monongahela 
West Penn Public Service Company, Fairmont, W. Va.; C. A. Stevens, sales man- 
made, most of u ive dor ittle witl ager, Public Service Electric & Gas Company, Newark, N. J.; Mrs. B. E. Marsh, 
sone es ad om 7 lighting market thus far,” Mr merchandise manager, Nebraska Power 

NCStO! Company, Omaha, Neb.; R. S. Bell, 
Commonwealth & Southern Power Corp., 
New York City; Harry Restofski, sales 


D BRASS PRONGS 


HANDY PLUGS sv: 


@enew 
method ‘of connecting flexible wire 
without stripping the insulation. Wires 
are separated, inserted and laid over 
8 contact teeth. Cap is screwed on 
tight and the job is done. Safe ahd 
permanent. Also availablejin flat- 
iron plugs and cord sets. Be prepared 
for this new and profitable business. 


1. Thinking of the lighting market nar- 
rowly, in terms of unit sales of I.E.S. 
amps or Pin-to-Wall lamps or adapters 
nstead of thinking of it broadly as in- 
cluding all these things. It requires a 
great many pieces of equipment to light 


condition the average home, he said 


2. Thinking of lighting as a seasonal 
proposition Home lighting equipment 
can be sold in big volume in any month 
of the year, said Mr. Restofski. Special 
emphasis in certain periods can be help- 
ful, but lighting should be promoted and 
sold every month of the year. 


3. We are taking lighting too much for 
granted, he said, adding that there is a 
tendency among utilities to neglect the 
market studies, advertising, sales train- 
ing and other promotional work in light- 
ing promotion that is thought necessary 
in working on other appliances. 


blic acceptance and 
education as to the 


low cost, set up good 


and apply the basic essen 


NEW YORK—H. P. J. Steinmetz 
president, Public Service Electric & Gas 
Company, Newark, N. J., was elected 
chairman of the National Better Light— 


promotion manager, West Penn Power 
Company, Pittsburgh, Pa., chairman of 
the committee. 


J. H. Blitzer, member of the ALEA Board 
of Governors, pointing out the contrast 
between one of the new certified units 
and one of the obsolete "Rip Van 
Winkle’ type, now in general use 
throughout the country, to Harry Res- 
tofski, (left) chairman of the Home 
Lighting Equipment Sales Committee of 
the E.E.I., and Glenn Trumbull, manager 
of the National Better Light — Better 
Sight Bureau. 


Steinmetz New Chairman of Better 


Light—Better Sight Bureau 


’ vice 


tising display and selling setter 

WRITE FOR » the lig ig sales problem, said Mr Bureau Executive Committee on April 

SAMPLES AND THE HANDY STORY stofski. | 1¢ main, customers are Ist. Mr. Steinmetz will serve as chair 

still buying h lighting equipment in- man during 1941 and 1942 

stead of having sold to them, and what In charge of all sales and promotional 

THE WATERBURY BUTTON CO. ey are buying is too often not what work for his company, Mr. Steinmetz is 
Established 1812 they should have. “We must emphasize also a past chairman of the General Sales 


prices and gadgets less and customers Committee of the Edison Electric Insti- 
WATERBURY - CONNECTICUT benefits more,” Mr Restofski concluded tute 


Sight Bureau at a meeting of the 
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American Blower 


| DEALERS 


It’s Comfort Cooling —and Electric Ventilation time. . . Busi- 
ness is booming with American Blower Dealers not only 
because they sell the most complete line in the industry, but 
also because American Blower products are recognized every- 
where for their quality, dependability and extra value. (They 
can be sold on F. H. A. Pay-by-the-Month Plan through The 
Heating and Plumbing Finance Corp.) 


Then, too, American Blower’s colorful, effective, direct mail, 
magazine and newspaper advertising campaigns and dealers’ 
sales helps are already at work, creating sales, bringing pros- 


pects in to authorized American Blower Dealers. If you are ‘ 


COMFORT ris 


sige Bt 


FLECTRICAL: y Day 
AMERICAN es 
BLO 
UTILITy to PRIVey 
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active, energetic and want to make real money selling Comfort 


Cooling and Electric Ventilating Equipment, investigate the je 
American Blower franchise TODAY. Get in this permanent, 


i p 
profitable business NOW. Mail the coupon, ask your jobber, - lease Sen 





Wvep,. 
or phone the nearest American Blower Branch Office today. ie Me Py Copy . J 
ans 7. °* Yo 
to UF ney / 
Fi 
"7m q U 
AMERICAN BLOWER/ ne nee 
AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Mich. ; > f 
Division of American Radiator and Standard Sanitary Corporation Miia. ey eo ated “ok i 
In Canada: CANADIAN SIROCCO COMPANY, LTD, Windsor, Ontarig ii ie oe j 
S eat = er j 
= ~ yes -. 
“th: fe 9 BP cage thing ij 
— ‘ ae , 
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Re-Elected 


THE Eig CHE NN THE 


ELECTRIC 
HEATING : 
INDUNTRY 4, sta ey 


the Porcelain Enamel Institute at the 
meeting at French Lick, Indiana. 


NEW WESTCLOX 
WALL-CLOCK DISPLAY 


LA SALLE, ILL.—Westclox has just 
announced a new self-starting wall clock 
and a free wallclock display offer f 
their dealers. 

The new Westclox display is a hand- 
some fixture of all-metal construction 
exclusively for their electric Wall Clocks 
It revolves at the touch of a finger. It's 
three sided and accommodates any 
Westclox wall clocks. 24 inches high 
it requires only a 12x12 counter space— 
felt cushioned underneath 


Wedare tocall Chromel the “‘big name” in electric [he display 


is finished in a neutral 
- - ivory color with an attractive red and 
heating because its discove i i : . | 

ating because it 7 ry in 1906 virtually ivory name plate. Cords are concealed 
created the electric heating device industry. inside the drum. The display is free 
Chrome! has also long been re ized heat © or more electric Westclox wall cl 
‘ B s SO 10 *e "Cog vA 8s * = ; } 

& Smisee a5 & DER the assortment to include the new 
ing element alloy, and resistor material, of high bar. 
uniformity in all the good properties demanded 
for its various applications. Thus Chromel is a 
big name that is intimately associated with big- 
name customers in the appliance industry. 
Hygrade Has $283,220 Net 

For Quarter 


SALEM, MASS.—The Hygrade >) 
HOSKINS MANUFACTURING CO., DETROIT, MICHIGAN [imi tmasiameiaa 
“y ’ ended March 31, 1941, a net income ¢ 
all charges and taxes, of $283,220, e 
lent to $1.18 a share on the common 
after the preferred dividend requir: 
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Philco, for 1941, has given you the easiest-to-sell Refriger- 
ator in the industry, with new, exclusive features your cus- 
tomers will appreciate at first sight! Just show them the 
1941 Philco ADVANCED DESIGN Refrigerator. They'll 
marvel at its new, glistening “inside and out” beauty. Show 
them its amazing new services, economies and conveniences 
... its unrivaled dependability. Just show them... Philco’s 
Most Saleable Features will sell themselves! 


* THE PATENTED CONSERVADOR 


Shelf-lined Inner Door that offers 26% more quickly 
usable space. This patented convenience doubles the 
front-of-the-shelf space. No hunting, shifting, groping, 
stooping or spilling. 


HUGE, SEPARATE FROZEN 
FOOD COMPARTMENT 


A separate, giant-size compartment for all modern 
frozen storage uses, in addition to the regular, over- 
size chamber for ice cubes. Plenty of room for pack- 
aged frozen foods, ice cream and other frozen desserts 
... even for large poultry. 


BOTH DRY COLD AND MOIST COLD 


A complete, separate compartment for foods that re- 
quire circulating DRY COLD air. And a separate com- 
partment for perishables that need MOIST COLD air 
to preserve their wholesome freshness and flavor. 




















Plus the Philco SUPER Power System, featuring the 
costly precision process, Superfinish. Huge Meat Stor- 
age Compartment. Non-refrigerated Reserve Storage 
Bin. Sliding Crisper Drawer. Many other sales-getting 
features! Get your share of this fast-growing, big- 
profit Philco Refrigerator business by selling the Most 
Saleable Features ever offered in refrigeration. Con- 
tact your distributor now! 
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Practice Before you Preach 





LEFT, Halloween Martin of WBBM whose selling voice is known throughout the Middle West. . . . 
RIGHT, Nebraska Power Company boys are studying their sales talks by means of records. 


M \ N Vv i ix >w 
i i 1, My de i 
nk y 1 ve re irkable po 
' ar ‘ 
r ill v K¢ it l 
bee xT “Say 
reproac eplied, “Shshh-h-h- 
Not ! tax lriv \ 
1éar}l ] 
rh i ( zg n 
g 
\ . Is vet his 
ry i 
4 
Al é yroadcasting 
1S Ha vet Ma tin, are 
itterly ! e are not und 
j 
| Af 1 
{ ‘ \i is Pp padly the 
rf t iv-alter y broadcast ng 
vy bod € usiIness I T 
ve é pu é vert sing essage 
Mar i | 1 & | yn the mike 
ve idio WBBM in Chi 
9 She been spons yred_ by 
Sears Roebu & | ind her crysta 
ea \ ‘ i hye } ystly Cat 1 0 
rning prog which mea con 
ercials 
So when H veen takes time off 
; “ wile é sales meSe 
ive t Vv 1 tnat there mav 
ea lea er te nique itor Sale 
¢ le i Vv \ { present lew 
posit } ter all. the ile 
in é pi ‘ ire 
athe ‘ petne repeating as they 
t , the same message 
1 is g Ip f people It is 
equally nece¢ iry both to be under 
«1 clearly 
) 
Even Joh parry re, the tamous 
“1 1 ’ 
id libb studies his lines carefully 
vefore saying em, Miss Martin de- 
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almost in tatters Every 


Sales talks gain smoothness if you study 


them from an actor's point of view 


iTes Che indlady in New York 
vho picked out one of his parts from 
1 wastebasket was amazed to find it 


irked with a soft pencil until it was 
11 word 
been looked up for pronounciation, for 
phrasing and for meaning. 
Punctuation isn’t enough to tell 
you how to get a message over,” says 
Miss Martin “You've got to go over 


1 


your script and mark it up so that the 


ght phrasing will fall at the right 
place. Some words are unnecessary. 
But there are other key phrases or 
vords that must be put over with a 


punch to make their meaning clear 
Che other 


id the 


morning a girl on the air 
expression “I was 
rantic until | 


simply 
The 


¥ 
word she put over most emphatically 
' 


ot the 


doctor.” 


was ‘frantic hat got the thougl 


“In telling a story a salesman has 
t [t is a smart idea to break 
the text up at convenient spots when 
where you can 


1 ‘ 
» Dreatne, 


you do this breathing, 
take time without destroying the in- 
telligence, There 
pro- 
and I always put 
a circle around them as danger sig- 
nals to myself. A wavy line under- 
neath words is a tipoff to me to give 
them And when I mark up 


wr flow of thought. 
words that 
distinctly 


are certain must be 


nounced 


‘oomph’, 


my manuscript with quotes I endeavor 
to give the sparkle. 
By sparkle, I mean raising my voice 


words therein 
in a way that gives it emphasis. 

“Next time you go to a theater and 
the villain mumbles and you don’t 
catch the words distinctly don’t hold 
it against him. Mumbling gets over 
the effect of crookedness or deceit, as 
surely as if the words were pronounced 
distinctly. As a matter of fact, the 
words were written distinctly in his 
part, but the actor is there to create 
the effect and realizes he can do it by 
mumbling better than if he said each 
word plainly. On the other hand, 
stuttering conveys the effect of sin- 
cerity or emotion. When I am striv- 
ing to put over something tender or 
sympathetic, I can do it by dropping 
my voice. I have built the listener up 
to expecting this and the voice drop 
is quite a contrast and they follow it 
with close attention, 

“Salesmen can profit by the actor’s 
change of pace technique. An actor 
will very frequently talk slowly. When 
he wants to put in punch he jumps 
to staccato. The effect by contrast is 
very brilliant, whereas if he delivered 
his message in nothing but a staccato 
tone he would become boresome. An- 
other thing I think salesmen should do 
is repeat the proposition. We on the 


MAY, 


radio have discovered that it is well t 
put the price over first and repeat 
again at the last. People are not 
necessarily ear-minded and find it har 
to retain anything unless it is repeated 
to them two or three different ways 
“In selling women, which is some 
thing I understand most appliance 
men do, it is my feeling that it is bet- 
ter for the salesmen to eschew stories 
In the first place, funny stories ar 
likely to attention 
a steer in the wrong direction. Sec- 
ondly, a great many women do not 
appreciate the same type of story men 
would. Possibly their lack of experi- 
ence or contact with the world does 
not give them the ability to appreciat 
such comedy. So, in addressing 
women, it is my feeling that funny 
stories should be avoided. On the 
other hand, you can tell women per- 
sonal experiences and work in anec- 
dotes in that angle which are per- 
fectly acceptable. Women seem to ap- 
preciate anything about children and 
if you could tell it as happening to you, 
you are sure to get an audience.” 


give a woman’s 


Telephone Selling 


In telephone sales work, Miss Mar- 
tin says, the message is delivered pre- 
cisely as it would be face to face. The 
one thing a salesman can profit fron 
radio and acting technique here is to 
discover at what distance from the 
telephone his voice is most effective, 
and work constantly from this angle 

Halloween Martin does not feel that 
canned sales talks should be followed 
slavishly. She rather thinks that they 
should be worked over by a salesman 
carefully, studying his breathing, the 
words that get the real meaning over, 
the words that he wants run together 
and those he wishes to pronounce care- 
fully, and then check the whole thing 
A careful study of delivery and proper 
reading of a message will stick in a 
man’s mind and the chances are that 
he will say it correctly when he speaks 
his piece before the prospective cus- 
tomer. 

In fact, the presence of home re- 
cording machines in nearly every ap- 
pliance dealer’s store in the country 1s 
creating a grand opportunity for sales 
training at low cost. Today there 1s 
nothing to prevent a salesman from 
getting his sales talk down pat 
then putting it on a record. Play 
back that disc and if the voice stut- 
ters, gurgles, grunts and groans, the 


salesman has some idea of how lie 
sounds to the prospect. 
Nebraska Power Company t 


Omaha, Nebraska, is using this met! 
to smooth out salesmen’s diction 
to givé every presentation cameo-!ike 
clearness and understandability t 
one encounters on the stage or ra‘ 
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“Some thought 
Il was crazy 


to put all my eggs in one 
basket but it’s certainly 


paid me to... 
TURN To 
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100% G-E DEALER Herbert Leswing of Jenkintown, Pa. He's 
the owner of Jenkintown & Glenside Electrical Construction Co. 
The oldest electrical concern in that section, they just celebrated 
their 24th anniversary! Back in '27 Mr. Leswing started with G-E 
appliances and then added heating, air conditioning and commercial 





refrigeration. He says there’s never been a slow day in his place 





since. Read his reasons for “putting all his eggs in one basket.” 











ONE SOURCE FOR EVERYTHING ‘‘In the first place we have one ads. Cooperative advertising is just one of the many ways G-E 

source of supply instead of a half dozen or so. We get to know supports its dealers with good selling material. 

all there is to know about what we sell, and how to install and = —— -_ ; 

service it. We visit G-E regularly and get first hand information, oset —- seAss TO Anos One G-E item sells another. I hat . 

sales and technical training and demonstrations. We don’t have where etching to one complete line counts. Sell em one thing 

to go to this factory and that factory and burn up a lot of time and they ke . and buy another of the come brand. And they 
lar and caeray heestng wack of 6 tet of Gillerent compenies’ pred- influence their friends to buy G-E too. It’s like an endless chain. 


ucts. Our financing is all with G-E. We have fewer headaches WE SELL G-E ALL YEAR WITHOUT A LET-UP “‘Altogether there are 
and less bookkeeping. e 


ee eighteen of us on the job here. Four spend all their time selling. 
: And with G-E it’s all year selling. Something is always in season 
when you figure the extent and completeness of the G-E lines. 





G-E MEANS A LOT TO MOST EVERYBODY ‘‘Then—we concentrate on 
a name that means a great deal to everybody. We're not pushing 








a lot of brands. Just one—General Electric. We’re known as the IT PAYS TO BE 100% G-E ‘‘General Electric works hard to help us 
gle G-E people around here and are mighty proud of it! Pick up sell. I think any dealer’s crazy not to concentrate on one brand. 
that *most any issue of our local papers and you'll see several of our Our long record of success proves it pays to be 100% G-E.”’ 


a amp “°° can be a G-E Dealer if you can fill certain requirements. For year-’round 
| profits, fill in and mail the Coupon today. 














“-" G-E 1S THE COMPLETE YEAR-’ROUND PROFIT LINE! 


; = { 
2 ) — ¥ 
w 


CONDITIONED 
ROOM COOLERS STORE COOLERS AIR CIRCULATORS CONDENSERS AIR COOLERS STORAGE CABINETS BEVERAGE COOLERS WATER COOLERS 


ik mn GENERAL @ ELECTRIC-"! 


GENERAL ELECTRIC CO. 
OIL BURNERS OIL FURNACES GAS FURNACES WARM AIR FURNACES 

















Div. 323, Bloomfield, N. J. 





I want all details on the G-E Dealership for my territory. This is 
confidential and puts me under no obligation. 

















eee eaeasee arene eeeeaeaen 








; - Name — 
that FOR YEAR-ROUND PROFITS—SEND COUPON TODAY > 3 sir, 
| = | City State —_ 
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‘CORY is Outstanding 
in Value ...in Gift Appeal 


because of its 
complete perfecfing 
features. They include: 






BREWS MARVELOUS 
UNTOUCHED BY METAL 


The CORY is complete 
patented and exclusive features. 
nificent tea as well as coffee. 


COFFEE AND TEA 


with over 11 
Brews mag- 


Write for New Catalog 
Full of profit opportunities . 


Combination mentioned at 
sizes fill all needs. 


. including $1 
right. 3 CORY 
Big profits from small stock. 


These two CORY ‘patents in a $1 
package fill a big need. 


GLASS COFFEE BREWER CORP. 325 NO. WELLS ST., 


CHICAGO, ILL. 








ONE OF 
THE 
SIGNAL 
1941 
BEAUTIES 





Fan shown here is 
Oscillator 


562 10” 


Signal’s 1941 fans are the ultimate 


in beauty, quality and moderate 
price. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 





Offices in all 


principal cities 
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A Store-Home Business 





CONTINUED FROM PAGE 15 








This view shows the booth of Henn Electric at the Hannibal Food & Merchandise 


Show. 


Live actual demonstrations of the Bendix, lronrite, Frigidaire range and 


refrigerator, and the Zenith radio are carried on. 


9 Hannibal’s show spots, and is 
busy 12 hours per day in demonstrat- 


ng the home equipment sold in the 


store. “We take at least 25% of our 
prospects into our home” Mr. Henn 
says “Even though they may be look- 
ing for only a refrigerator. My 
thought has always been that the 
‘powerful influence exerted by ll- 
electric conveniences will invariably 
bring us a better immediate sale and 
nore later on More than $4000 


worth of diversified home equipment 
(Mr. Henn sticks to diversification 
even in his own home) went into 
the building when it was constructed 
appliance replaced as 


in 1937, each 


soon as a new model comes out. 

In the home, laid out to tell the all- 
electric story as convincingly as pos- 
Delco-Frigidaire 
air conditioning, 


sible, are and 
laun- 
dry, Ironrite ironing equipment, and a 
water softener, all in the 


heat 
3endix home 
basement. 
The kitchen contains, in planned-step 
style, a nine foot cold-wall Frigidaire, 
Frigidaire electric range, 
equipment, 


two types 


f mixing exhaust fan, 


radio, and built-in sink and cabinets. 
In the livingroom are vacuum 
sweepers, radio, modern lighting, 
lamps, and humidifiers. More than 300 
electrical outlets are included, with 
27 each even in the bedrooms. Sur- 
prisingly, the Henn electrical bill 
never exceeds $10 per month—al- 


though perhaps four times as many 
electrical home appliances are on duty 
there, 

“Our furniture was made to order, 
as part of the selling-tool theme of 
the home,” Mr. Henn pointed out. “In 
each aspect, we have attempted to 


1 


merely tell the story of how com- 
fortable it is possible to live, and to 
thus inspire our prospects.” Wheat 
woodwork, Swedish modern furni- 


ture, and other such luxury touches 
make the home “model” in every way. 


A Henn “Kitchen Party” 


Nothing delights the Henns more 
than the opportunity to take a family 
of rural prospects through their home 

for from this simple activity springs 


90% of all REA sales. For this rea- 


MAY, 


son, several mights per month Mr. 
Henn is host at a “kitchen party” to 
which several family groups are in- 
vited. Meals are cooked, eaten, and 
enjoyed by all guests, after which Mr. 
Henn spends the rest of the evening 
demonstrating the rest of the home. 
Such parties cost from $8 to $10 for 
food, transportation, etc., but 
resulted in $10,000 worth of 
conservative 


have 
rural 
sales, at a estimate. 
When a complete kitchen, or entire 
group of electrical home equipment is 
sold in the farming area, another type 
of “kitchen party” is held—Mr. Henn 
asking the customer to invite some 
of his friends, supplying all food on 
the menu, and leaving the farmer a 
souvenir. These methods all point in 
one direction—building up a desire in 
the rural customer to make the home 
in which he spends most of his eve- 
ning hours as pleasant as place to live 
as possible with electrical comforts. 

Finally, the diversified lines of 
merchandise carried mean _ service 
problems—which Mr. Henn has an- 
swered by maintaining his own two- 
man service shop for every appliance 
handled. “We haven’t received a cent 
of profit from service on our own of 
other appliances,” Mr. Henn reports. 
“But we feel that its chief value is 
elimination of complaints and _ illwill 
likely to arise from lack of service. 
Of course, the shop is beginning to 
pay its way in reconditioning of used 
equipment at present, and may later 
become as profitable as our other 
lines.” Like other dealers, Mr. Henn 
tried distributor service for 
years; found it wouldn’t work. 

Mr. handsome store 


Henn, 
is divided into small shops for each 
line of i 


two 
whose 
believes it will 


pay any dealer to thus diversify his 
selling story. 


merchandise, 


As example he quotes 
the small-appliance shop shown at the 
front of the store in the accompanying 
illustration. When this new shop was 
built three years ago, small appliances 
were $800 per ye 
Now they top $1600 with ease—l 
cause there is an ample suggesti 
selling market for them the 
around. 


selling around 


year 
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Production of Gale refrigerators has been increased again. The 
factory is working day and night. Finely built, beautifully 
finished, thoroughly tested Gales come off the production lines 
in constantly moving, unending streams. 


And yet, in spite of this, the big Gale warehouse is strangely 
empty. Freight cars and trucks stand ready at the loading 
platforms to whisk these refrigerators away to foresighted 
dealers who are determined to take full advantage of this year’s 
selling opportunities. 


We are proud of the fact that Gale dealers are receiving the merchandise they need. 
We are gratified that Gale dealers are making money on the Gale line because they 
have refrigerators to deliver as sales are made. 


Frankly, this is the result of long hours, hard work, careful planning and coordina- 
tion on the part of Gale executives and employees. It has been the result, too, of 
fine cooperation on the part of Gale dealers everywhere in anticipating their needs 
and in letting us know what those needs would be, in time for us to procure mate- 
rials and plan production. 


For our part, we pledge ourselves to keep up the hard work and long hours — to 
work harder and longer if need be. And we urge you, as a present or prospective 
Gale dealer, to insure your profits and protect your position throughout this 
refrigerator season by looking forward — by ordering your Gales NOW. 


GALE PRODUCTS 


Refrigeration Division: Outboard, Marine & Mfg. Co. 


GALESBURG, ILLINOIS 
o 
: 
’ GALE Prod 
Here’s a source of added sales and . 1615 Bomnouth Bivd. 
extra profits. GALE Portable Air Con- g Galesburg, Illinois 
ditioning Units provide true air con- @ Gentlemen: 
ditioning at low cost. Write for facts. . GY el ee a ee 
H Gale Electric Refrigerators 
a 
8 
8 =NAME___ 
a 
: ADDRESS__ 
5 
a 
t 
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Gale Portable Air Conditioning Units .... 

























in Vace 


T's good to see load going up. Dependable off peak water 
heating is excellent protection in helping keep your regular 
load from growing top-heavy. Off peak water heating can be 
made to add much revenue without any increase in demand at 


peak load periods. 


Thermogray—the big capacity, top-quality heater at low cost 
—makes sales easy; builds valuable customer good will and keeps 
service expense at absolute minimum. These heaters are com- 
pletely factory-built by Thermogray—a company devoting its 
entire facilities to water heater manufacturing. Thermogray heat- 
ers have been sales-and-load builders for leading utilities for more 


than 12 years. 


Be sure of maximum revenue. Write or wire today for Free 
Circulars and full details on the Thermogray line. 


THERMOGRAY CO. 


319 W. McKINLEY ST. 








JEFFERSON, IOWA 


BIG PROFITS 











LAU PANEL FAN 





LAU 


NITEAIR ATTIC FAN 


| 





FEATURES 
cient. tong tife 
to many situations 
demonstrate. Get our de- 
scriptive literature for engi- 
neering details 


Sturdy, e™f 
adaptable 
Easy to 
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in Low Cost Summer Comfort! 





ZNITEAIR 


ROOM COOLER 


Retails Below 





COMPLETE RANGE SIZES AND STYLES 


Here’s a line of panel-type fans that 
you'll find hundreds of ready prospects 
for... in homes, apartments, offices, 
stores, clubs, churches, etc . among 


owners and tenants because of new port- 
able features. Lau Niteair Room Cooler 
appeals to even modest budgets. Also 
larger units to suit any residential and 
many commercial needs. Write for mer- 
chandising plan and liberal discounts, 
today. 


W rite 


THE LAU BLOWER COMPANY 
Dayton, Ohio 


2018 Home Ave. 











a 





y, 


THERE'S A SALES ENGINEER NEAR YOU 














a Us 





¥ 
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Hamilton Electric's new building above was the former City Hall of Waitsburg, 
Washington. Note clean, open appearance of store in both day and night photos. 


Electric Shop Takes Over 
City Hall 

UT in Waitsburg 

QO) ine Hamilton 


has purchased and moved into the city 


Washington 
Electric Company 
hall. To be sure, the 


1 


longer occupying the 


city was no 
quarters, having 
building for itself, but 
a recognized achieve 
electrical business, 
several 


erected a new 
the step marks 
ment for the 


was started 


which 
years ago as a 
small department in the rear of a gen- 


eral store. W. T. Hamilton’s interest 


in the new departure soon increased its 
importance until it became necessary 
to move to expanded quarters across 
the street. The store has now be- 
come exclusively electrical and in its 
occupancy of the former city hall 
building, takes on a position of civic 
importance in Waitsburg. 


Seller Responsible for 
Article's Repair 


HAT it is up to the retailer to 
» that an article is in good 
state “of repair before delivering it to 


the customer is the dicta of Circuit 


Judge Otto H. Breidenbach of Mil- 
waukee, who ruled in December that 
a $750 damage award by Civil Judge 
Francis J. Jennings in favor of a cus- 
tomer against the Ed Schuster Com- 
pany department store be upheld. 

The incident rose from a tumble 
Marian McKeowen had from her 


velocipede 
Arthur, 
suit 

from 


May 25, 1936. Her father, 
brought a $5,000 civil court 
against the Schuster Company 


whom the velocipede had been 


MAY, 
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purchased. Testimony revealed t! 

the tricycle had been sent to the mant- 
facturer at Toledo, Ohio, 
repair job on a defective 
ifter which the 


for a fourtl 
handlebaq 
injury occurred. 


Cold Canvass Still Pays 


HERE are a lot of people wi 
have it in mind “before very long 


to get around to purchasing equipmet 
for their home, but who delay takin 
the initial step. It is these customer 
who are uncovered by cold canvas 
surveys, and they are numerou 
enough, according to H. J. Persc 
manager of the Welch Furniture Ci 
pany of El Paso, Texas, to make su 
profitable. He keeps fow 
salesmen in the field at all times, thre 
in country districts and one in the city 
simply ringing people’s doorbells an 


methods 


following leads which develop fro: 
these contacts. The men handle t 
entire line which the store carrie 


including electrical 
infrequently, of 
dependent upon the acceptance 

equipment as trade-ins. This can usu 
ally be resold- long as ¢ 
trade allowance is not too larg: 

even be disposed of at a profit. T! 


equipment. N 


course, such a sale 


and sO 


existence of a large Mexican popu 
tion in this district leads to quite 
demand for such furnishings. As 


maint 
acro 


Persch 
annex” 
main 


consequence, Mr. 
separate “bargain 
street from his store 

second hand furniture and app! 
are sold. This keeps the mait 
floor clean and permits the di! 
type of display and advertising 
appeals to the differing clientele 
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Cash In On 


Laundry Peeves 


The answers to things that people 
don't like will often get surprising 
action from passersby. 


UT a cockle burr under your 
Pend saddle and you quickly get 
in idea of how much commotion even 
a tiny thing can cause. Many a man 
or woman, going downtown to busi- 
ness, is haunted by memories of a per- 
sistent dripping faucet, of lukewarm 
coffee, burnt bacon, holes in hosiery, 
dull razor blades, rattling windows 
ind a host of minor troubles that 
magnify themselves out of all propor- 
tions when they are personal. 

These feelings throbbing through the 
ain of the people who pass your 
vindows, says Wilberforce Archibald 
Shaw, publicity demon of the Ameri- 
can Washer and Ironer Manufactur- 
rs Association, can be skilfully em- 
ployed as percussion caps to set off a 
train of buying impulses. 

\-leafing through an American In- 
stitute of Laundering survey the other 
lay, he observed that homemakers dis- 
satisfaction with commercial laundries 
Imost always is based on conditions 

it cannot the use of the 
yusehold washer, or in situations that 
in be the the 


arise in 
corrected use of 
uuséhold laundry. 

“The annual rate of 
undry customer turnover is 38 per 
nt,” observed Mr. Shaw. 

What a nifty bunch of washer win- 
ws could be out of the 
ypical list of laundry customers’ most 
requent complaints: 


by 


commercial 


concocted 


Articles lost or mixed up 
Clothes not thoroughly clean 
Garments torn 

Shirts poorly laundered 
Buttons not replaced on shirts. 


In one laundry where a special study 
vas made, says Mr. Shaw, it got 1,812 
‘rial bundles in 24 weeks, developed 
“60 regular new customers from them, 

st 811 customers, and ended up with 

net customer gain of 149. This was 
customer turnover rate of 53. per 
nt, projected on a yearly basis. When 
langes in production methods were 


ade, turnover was cut to 43 per 
nt, against the national 38 per cent 
lere again poor laundering lost cus- 


mers. 
Leafing on, Mr. Shaw found that in 
ther laundry, 869 customers were 
st in nine months. 256 
ho left the territory, there were 193 
ho changed to competitors because 
‘poor quality, poor service, lower 
Another 
197 dropped out for economic reasons, 
hich the analysis said, probably in- 
uded unexpressed quality and serv- 
€ complaints. The next 
er cent, or 76, bought washers. Three 
cent, or 23, hired laundresses. 
Mistrust of laundry methods exists 
na large proportion of laundry cus- 
mers, says Mr. Shaw, according to 
2 survey of 200 families patronizing 
mmercial laundries. Slightly more 
han 93 per cent held out articles to be 
ashed at home. These were not sim- 
tockings, delicate underwear and 
Me like. Garments most often washed 


Ignoring 


rices and general reasons.” 


highest, 9 


a, 


at home for reasons of safety, satis- 
faction and other considerations, in- 
cluded: Housedresses, table linens, 
children’s clothes, handkerchiefs, men’s 
socks, doilies, curtains and blankets. 
What a honey of a situation from 
which to concoct a few washing ma- 
chine windows, exclaims Mr. Shaw. 
Here are three natural buildups: 


1. "Your laundry never leaves your hands 
when you own a washer.” Make up a 
big pair of hands stretched protect- 
ingly over a laundry basket and follow 
up with this subhead: 

"No chance for lost articles when you 
do your washing at home.” 


Something like that will appeal to the 
families that have had mixups or lost 
garments to contend with. 


2. "With God's sunshine and a home 
laundry your shirts will never grow 
anemic.” 

That’s a stopper for the fellow who 


has seen his laundry go pale and lose 
weight under rough handling. 


3. "You already hold out delicate things 
—why not try a washer and do all your 
laundry at home? You can trust all of 
your clothes to a washing machine.” 


}orrow a lavatory from your neigh- 
borhood plumber, set it in your win- 
dow and card it with a sign: 

"Why wash half of your clothes in a 


washbowl, when a machine can do the 
whole job for you easier.” 


Many washer manufacturers 
eager to supply display material that 
will help the dealer make a dressier 
window. 


are 





Technicolor Movies 
Bring Results 


ECHNICOLOR films on electric 
"anaes, furnished by the man- 
facturer but tied in to his own store, 
are used to advantage by F. R. Flani- 
gan of the Colorado Springs Music 
Company of Colorado Springs, Colo. 
This type of advertising has been used 
now for several years by the firm in 
local theaters and has proven one of 
the most effective mediums of bring- 
ing customers into the store. News- 
paper advertising is also used consist- 
ently, with radio announcements for 
items of special news value. Price is 
an item whose importance is exag- 
gerated, in Mr. Flanigan’s opinion, its 
significance to any customer being 
determined by checking against the 
“value” of the article in question es- 
tablished in that customer’s mind. The 
sales talk and advertising of the elec- 
trical dealer are what determine that 
value in most cases. In both advertis- 
ing and personal contacts, 
the company’s 24 salesmen are taught 
to sell the service of the article thor- 


therefore, 


oughly. Customers thus sold remain 
satisfied and come back again and 
again. The firm handles both gas and 


electric appliances, in addition to a 


complete music line and thus has many | 


angles of approach. The technicolor 
films receive complete attention, pre- 
sent the equipment in an attractive 


and favorable way and dramatize the | 


most telling sales arguments in a way 
that they are not readily forgotten. 









you BET/M SELLING THE 
ONE THATS OFFERENT/ 


THAT COUPON I SENT IN TO ESTATE A = 
OPENED MY EYES. NOW I’M 
SELLING MORE RANGES..: 
FASTER ... AND EASIER ! 













































” 


ONLY ESTATE RANGES HAVE THE AMAZING BAR-B-KEWER* 


. -. most dramatic, 





most talked-about range feature in years 














YOU KNOW IT’S EASIER to sell any appliance with a big, 
exclusive feature that puts it way out in front of compe- | 
tition. And you know Estate is the only range with the | 
sensational Bar-B-Kewer .. . the only range in America | 
that’s really competition-proof. Get the facts about | 
these nationally-advertised, easier-to-sell Estate Ranges. 
Mail the coupon today. | 


STATE 


CITY GAS . BOTTLED GAS . 





Cd | 


ELECTRIC 


THE ESTATE STOVE COMPANY, Dept. EM 5, HAMILTON, OHIO 
Gentlemen: 

Okay. I'm interested in learning how | can make more range profit selling 
“the one that's different.” Rush me full information. I'm interested in 
ranges for (Check which) 
City Ges (1) 


Bottled Gas [) Electricity 1 





























ALL STEEL PAK-AGE KITCHENS 


SELL/ 


TH eye ippeal of real beauty 
quality 





. the pocketbook-appeal of top 












at moderate prices ... the fact that your customers can 
buy one piece at a time or an entire ensemble—these. and out- 
standing design features, make A-C matching sinks and cabinets 
easy to sell! 
@ Stainless porcelain sinks @ Mar-proof counter tops 
@ Life-time quiet drawers @ Sheen steel mouldings 
@ Insulmat sound proofing @ Luxury chrome hardware 

1 Write for our proposition VOW! 


Aupurn CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, 


INDIANA 
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Industrial Refle 
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Lamps 
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Tucson Club Women 
Furnish Prospects 
F. HANNAH of the Grabe 


Company of Tucson, 
\rizona has long held the conviction 
that it important to bring people 
nto the store—and has devised many 


e Electric 


was 





vays of doing this, from giving out 
fts to installing a model 

k the shop. Some time ago 
25¢ each to members of 

lubs who came into his 

store and _ registered. He _ simply 
vanted his staff to know the ladies 


ind for them 
tee] 


to know his store and to 

toward it—the 
later on. Later he offered 
club who sent 
who sold appli- 
30th of these ways of develop- 


friendly sales 


would come 
rewards to women in 


prospects were later 
inces. 


iT 


g new customers have 


been used by 


other stores, but Mr. Hannah has his 
own angle on each. 

He handles this work through a 
young woman who is a general con- 
tact “man” between the store and the 


women of the community. She follows 
up the sale of the larger appliances, 
seeing to it that the new purchaser 
fully understands the use of the equip- 
nent and knows how to take care of 
it. This forestalls complaints and helps 
to iron out any which may have 
through misunderstandings. 

there is a complaint, 
Ips collect 
the 


mmunity 


arisen 
When 
she follows it up. 
“gossip” and brings 
store a reflection of the 
attitude 
policies. 


valuable 
belongs to 
and as a member is 
suggest the helpful method oj 


which is 
shaping She 
he women’s club 


ibie to 


earning money which the Grabe Elec- 
ric makes possible. She also is the 
yne who pays over the money to the 
club for any registrations or for pros- 
pects. This is not done by means of 
1 check and a letter, but is made a 
personal matter, the store representa- 
tive standing before the organization 
and paying into the hand of the treas- 
urer in twenty five cent pieces the 
amount which has been’ earned 
Women who earn $5 for their club 


through bringing in prospects for 


mayor appli ances are also paid in per- 
before the club and thus enabled 


son 


to pass the money personally over to 
the club treasury. The effect is far 
more flattering and attention getting 
than would be totals and names read 
off by the club secretary. It also 
means that more members undertake 
to do the same thing next month. 


Books Contain Cards 


The names of prospects are sub- 
mitted on printed cards which are 
furnished the club president in little 
books of five each and passed out on 


request to club members. The presi- 
dent is usually the one who has the 
reserve supply. The information given 
includes the prospects name and 
address, her or her husband’s occupa- 
tion, the best time to call and whether 
or not the name of the recommending 


friend may be used. There follows a 
list of appliances to be checked. 
Awards are made according to a 
printed schedule, $5 being given for 
a refrigerator, air conditioning or 
Bendix home laundry sale of over 
$200, $3 for ranges, refrigerators or 


MAY, 





Pioneer . . Patented . . 


Time-Tested and Proven Profit Line 


Imagine! These beautifully styled, usef 


ieces of furniture for home or office con- 
3 Banish the 
fan nuisance forever with these modern, 
hailed as the most 


tain invisible air recirculators. 


streamlined units . . 
sensational cooling and ven- 
tilating devices since the 
invention of the fan. 





Protected by Patents 


KISCO COMPANY, INC. 


39th & Chouteau Ave.. St. Louis. Mo. 









The Original 
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AT 
Atlantic 
House- 
Wares 


Show 


Here is a profitable, 
will give your customers pure, fresh fruit 
vegetable juices in their homes—prepared in 
seconds! 


made poceee a” the speed and efficiency of 
ZIPPY-JUICE 

Retails at $48. 50. Write TODAY for full in 
mation. Distributed Nationally By 


324 FIFTH ST. 





fast-selling product that 


You can easily sell the health and vitality-build- 
ing value of daily serving and enjoying juices, 


De Jong Sales Co., Inc. 


SAN FRANCISCO. CALIF 
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Notice * * 


As a service to the electrical ap- 


pliance industry, ELECTRICAL 
MERCHANDISING maintains a 
record of all manufacturers 


agents serving the appliance field 

These records are revised peri 
odically, at this time. 

If you are not now listed witl 
ELECTRICAL MERCHANDIS- 
ING, or if you are listed, but the 
status of your business has 
changed in any way, as covere 
by our records, write at once, t 


Business Department 
330 West 42nd Street New York, N. 





to MANUFACTURERS’ AGENTS 


ELECTRICAL MERCHANDISING 


05 Mortis 
. 
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YOUR BEST 
SALESMAN! 





Here's Hot Weather 
Merchandise That 



















Practically Sells Itself 





@ Want to see sales resistance break 
down? Just give this Breez-Air idea 
a "break" when hot weather strikes. 
it's a natural! The logical, proven way 
to put any home on the comfort side 


at lowest possible cost. 


Breez-Air Fans are ideal for the home. 
A snap of the switch, and quietly, 
these sturdy fans are on the job— 
bringing fresh-air comfort for the 


night's rest. 


t that 

it and : } 

" " BYou're in for plenty of sales—if you 
-build- 

jules. get started now. Write or wire for 
| intor- Mtull details. Effective sales promotion 
Inc. piterature to help you cash in! 

CALIF 

CALIF. | 
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BUFFALO FORGE COMPANY 


205 Mortimer Street, Buffalo, New York 


BREEZ-AIR 


FAN 


The Quality 
Home Cooling Fan 
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air conditioning sales amounting to 


from $100 to $200 or for the sale of a 
it $75 or more. 
under this 


reward, while $1 is 


washer or ironer 
Other 

i ea 
hgure bring 


illowed for the sale of any appliance 


major appliances 


a $2 


or group of appliances totalling $25. 


The success of such a plan is de- 
pendent upon the personality of the 
woman in charge, according to Mr. 


Hannah. It is important not to press 
too much, to keep friendly and to 
maintain always ‘the position of ren- 


dering a service rather than asking 
for help. That this has succeeded in 
the case of the Grabe Electric Com 
pany is attested by the numbers of 
letters of thanks received by the 


store and from women’s organizations 
grateful for the 


treasury which 


ot Tucson who are 


contributions to thei 


their members have been enabled to 


make. 


Good Neighbors Make 


Good Customers 
AKING a 


society ol 


normal place in the 


1 
the 


community is an 
important asset to an electrical dealer, 
according to John Holland of the Hol 
land Electric f Highland Park, 
Los Angeles. He does not believe in 


sensational 


Shop 


methods 


nor out-of-the- 
way sales ideas. But he does believe 
in making friends. He himself has 
been president of his local Chamber 
of Commerce and president of the 
Southern California Electrical Deal 
ers’ Association. He was also a direc 
tor of the Electrical Development 
League of Southern California. He 
has taken an interest in schools, 
luncheon clubs, fraternal orders—in 
fact in all that goes to make up the 
friendly life of a citizen and good 
neighbor, 
He insists also that his salesmen 


1 
and repair men shall be of the type 
who can take their places in local 
society, maintain homes and take a 
normal interest in community affairs. 
The result is that every customer, 
with but few exceptions, becomes a 
friend of the store and of the salesman 
with whom he deals. Records of the 
store that repeat 
factor in its 


homes 


show 
Important 
fact, there are which have 
bought their eighth radio from the 
Holland Shop, and their third electric 
washing machine. 

In this 
makes a point of not 
add additional 
business 


sales are 


business. 


an 
In 


Mr. Holland 


rushing in to 


salesmen 


connection, 


whenever 
He 


mut the rewards 


becomes a little better. 
does not want to thin 


to the point where it becomes difficult 


for a man to make a living without 
working night and day. He wants his 
men to have time to live a normal 
home and civic life. Says Mr. Hol 
land, “‘We get more sales per man by 
far by giving them time to make great 
circles of friends.” The men now 
seldom have to go to a home where 
they are not welcomed warmly. The\ 
are taught in discussing replacement 
of outworn equipment to discuss the 
problem always from the standpoint oi 
the customer. The result is that the 
Holland store has become a com 
munity asset, so recognized and 
patronized, 
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Deluxe Electric Range Service 





















































Tue Cavalier K-36 enables 
you to prove that deluxe elec- 
tric range service fits right into re- 
stricted budgets. A five-year war- 
ranty backs up its sales appeal. 
This range costs little more than 
the price leaders, yet look at these 
conveniences: Oversize (19°' x 16" 
x 16") oven with extra-thick insula- 
tion which insures quicker, cooler 
cooking. High-speed broiler. Bud- 
get Cooker and three surface 
units. Six-position reversible rotary 
switches. Appliance outlet. Provi- 
sion for Automatic Timer. All- 
porcelain construction. Top and 
oven free from dirt-collecting 
crevices. Cavalier K-36 is a morn- 
ing, noon and night salesman for 
electric cooking. Write today for 
information. 











Cavaliers 


ELECTRIC RANGES 
& WATER HEATERS 


— 2 a 


CAVALIER 
CORPORATION 
CHATTANOOGA, TENN 


S £3. 2 a. & ae = 



















“‘TOPHET A” 


NICKEL-CHROME 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 
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A Show Brings 
The Doorbells 


rym r 
To You 
ees CONTINUED FROM PAGE 32 emma 


ling backgrounds, lighting, linoleum, 
plumbing and the like totalled $4,- 
955.51.’ Part of this l 
distributors. 
Naturally di 
facturers are 2g ing to ask questions. 
Mr. Ogden keeps books on what is 


accomplished at the show so that any 


Was 


ributors and manu- 





distributor’s salesman or a_ factory 
representative may set how profitable 
the activity is with his own lines. 

The show is partially covered by 
the store sales organization on their 
“out” days and evenings. They re- | 
ceive their regular sales commission. | 
In addition extra experienced sales- 
men are hired for full time work. 
This group is allowed $1.50 a day for 
food by Hudson’s and get a 10 per 
cent commission on their sales. Aver- 
age sales for the nine-day period were 
$1,344.75 per man. 

“We find it pays to dress our ex- 
hibit in colors which will be readily 
identified with the parent store,” Mr. 
Ogden said. “The visitor can readily 
spot Hudson's by the two shades of 
blue which he sees downtown.” 

Display of merchandise is best done, 
Mr. Ogden thinks, when narrow 
booths are avoided, when there is 
plenty of light—Hudson has 26 addi- 
tional spotlights—and when the mer- 
chandise on display is so placed that 
visitors can filter easily through the 


|exhibits. Highly competitive items 


are separated. 


Getting the People In 


Public admission to the show is 35¢, 


| which seems to be the right price to | 
a | 


get the most people in. Three types 
of tickets, complimentary—which the 
store issues — guest tickets — which 
calls for 15¢ service charge—and em- 
ployee passes are put out. Most peo- 
ple prefer a 15¢ guest ticket because 


| on a free pass they feel they lose their 


opportunities for the model home. 
Oddly enough most of the complimen- 


| tary tickets are given out each night 


| to people already at the show, with 
| the idea of getting them to come back. 


Some of the things that Kenneth 


McGregor, executive secretary of the | 


show, has found best to do over a 


period of 23 years is to centralize the 


| food concession and check very care- 


| of chance and gambling propositions 


fully all exhibitors to see that no phony 
propositions are permitted. Wheels | 


are out. 
A show, Mr. Ogden thinks, gives a | 
store a chance to do two things: 


1. Acquire besides a lot of good | 
business, a super deluxe list of genu- | 
inely interested new prospects for | 
men to work on during the future | 
months. 

2. A chance for a store to experi- 
ment with new ideas in merchandising 
without upsetting its present status. 
For example, downtown stores can | 
get an idea of whether suburban 
branches which keep open in the eve- 
ning would be profitable. 
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OU"SELL THIS 
HAPPINESS COMBINATION 
» er ‘ . cor e 


THE NEW 





ARMSTRONG Delve IRONER 


WITH EVERY WASHER 


@ Here's the sure-fire plan that makes the sale—Every time you sell a washer, send 
along a new Armstrong DeLuxe Ironer for a free trial. Any housewife can operate 


it without special instructions and few of them 


will let the Armstrong go after they have done SEN $ ATIO NAL— 


a week's laundry on it in one-half the usual 


> Low Priced IRONER TABLE 


If sale is not made, you have nothing to lose, otedeca 
as you are not put to any refinishing expense design fin- 
and as we supply a new cloth cover. ished in 
The Armstrong DeLuxe is today’s biggest ironer double- 
value. 21-inch roll, thermostatic 3-heat con. »% 7 * @ 4 
trol. Approved by Underwriters’ Laboratories. wae om 


Retails at $29.95. oo aan 
oo © s 
Wire or write for complete details to Dept. EM. Shelf be- 


neath to 


ARMSTRONG PRODUCTS CORP. tor iroze: 





when not in use. A big price leader 


HUNTINGTON, W. VA. to feature in advertising. 











YOUR CUSTOMERS EXPECT 


in every heating appli- 
ance they buy — because 
they expect the longest 
life from the heating el- 


ement. 


Then be certain your ser- 


vice is all that they ex- 
pect—simply specify this 
alloy as the heating ele- 


fsal-Jab@maaloha-talel B 


DRIVER-HARRIS CO. 
BLU L intel. N. J. 


*Trade Mark Reg. US. Pat. Off 
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LETTERS 





Constant Reader 


On page 108, | trical Merchan 
ing Magazine, March 1941 Issue, 
noticed an attra e cartoon, “MR. 
ACORN OF THE ACORN COM- 
MERCIAL LAUNDRY COMPANY 


tiv 


IS THI WINNER OF THIS 
BEAUTIFUL DOOR PRIZE.” 
\ Moff whether vou are r spol 


percentag* 
1 ere ed in pr 
e Beautiful Home 
| \\ \l ’ ire be 
“im lewre: 


Without explaini1 


\( OR N” ] W ll accept that slur 


I li i 4 ¢ eCALISE 
g ving pt ised an 
1 eight differen 
ling line Che 
l 1 Lid r ichine 
beautiful ey W ll 
t \ 1 | ey i da 
\ 1 i ly ad 
we ng, , n thinking Mi 
Commerci Laund in 
\CORN ea deed « 
vord, excey] perhaps vse becaust 
know you fellows too well Mr 
. eT il Laundrvowner, with but 
rather a modest, 
lividual, slow to sus- 
lige lis real « mpetitor, 
1 d 


eceittul, fraudu 


t Home Electric Washing Machine 


I vith but a few exceptions, 
adit ‘ losely allied interests 
y 
| ( { ) vonsible 
‘ que gives full 
< t ilib I ie ¢ 
! No sa sensible, 
\ \ lual uld eve 
iit ] ny ed This 
v you iny wasl 
" h ¢ the nat 
ctu vemuddled 
Lit i rf ) come 





Krauter Birth Announcement 


« - tity 





A new Wet Spot model, designed and 
produced by Mr. and Mrs. W. D. Krau- 
ter, of the service department of the 
Gibson Electric Refrigeration Corpora- 
tion, was announced to friends February 
19. Occasion for the birth announce- 
ment was a son, Walter Allen, who 
checked in at the Greenville Memorial 
Hospital, Michigan, February 19. 








nge, only a coward and a traitor 
wuuld resort to such tactics. There 
ire many of this type connected with 


the sale of the Beautiful Home Laun- 


Iry Appliance. I am also including 


the Soap Manufacturer. 


| challenge the sale of the equip- 


ment if the real truth were told the 


ustomer when selling it 
I wish there were a few hard boiled 
ommercial Laundryowners in the 


business, if there were, the home elec- 


laundry appliance interests would 


soon have to pull in their horns 


Wan. F. Kruscuwitz, 


Preside nt Veadox Brook Soft Water 


undry, Inc., Lawrence, Mass. 


P. S. Enclosed please find letter 


which explains to some degree what 


i! be done 





|.CAN HARDLY WAIT UNTIL | GET INTO BED TO TRY OUR NEW ELECTRIC BLANKET! 
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The Merchandise Month By L. E. Moffatt 


Customers Coming in or Salesmen Going Out 


By E. C. Hastings 
More about dealer rents. 


Is the Home Laundry Industry Trailing the Trends? 
By G. B. Schuyler 


Factors affecting washer use should be studied to assure customer 
satisfaction. 


90°, Air Conditioned By Clotilde Grunsky 


Phoenix, Ariz., and other Southwestern resorts are sold on air 
conditioning. 


A Store-Home Business By Robert A. Latimer 


Sales Conference at Chicago 
E.E.1. Members and Guests. 


The Farm Market 


Selling Work Appliances to the Farmer 
By Tom F. Blackburn 


Rural Electrification offers new opportunity. 


Work Appliances Do A Job 


Boone County, Ind., is 85% electrified but only half the farmhouses 
have been sold on farm work devices. 


Jobs Electricity Makes Easier on the Farm 


A glossary of farm work appliances. 


5 Musts in Installing Oil Heaters 
A Show Brings the “Doorbells" to You 


J. L. Hudson Co., Detroit, still believes the show's the thing. 
Statistical Barometer By Marguerite Cook 
Frigidaire Honors Its Veterans 
Service is a Dealers’ Business 
Ideas 
New Merchandise By Anna A. Noone 
News 
New Positions 
New Literature 
Western News Flashes 
Lighting News 


Practice Before You Preach 
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